





Men’s suitings...men’s shoes... both 


take to texture...and fashion features 
America’s finest textured leather... 


BARRETT & COM PANY, INCORPORATED quality tanners of fine shoe leathers since 1913 


© Reg. U.S. Pat. Off. 





D’ Antonio’s ‘‘Andrea’’ on the Pierre last...a 
sandalized pump for tailored moments... captures 
the lighter look with openness at strategic points. 


In two-tone versions of 


HUBSCHMAN’S CALF 


| aa 


+342 White Tiger with black collar...and in all Hubschman colours 
and combinations ...by D’ Antonio Shoe Corporation, New York 3 


E. HUBSCHMAN & SONS, Division of Gera Corporation, Philadelphia 23 
Fashion Office: 261 Fifth Avenue, New York 16 





Hush Puppies—the most successfully promoted, most 
successfully sold shoe in 1958—will go bigger than ever 
in 1959! 


Remember last year’s August 24th and December 7th 
rromotions that began with full-color, full-page ads 
I g pag 

in THIS WEEK and PARADE? Starting April Ist, 
there’s to be a third big promotion—a big Spring 

‘ ; : 

splash! (Never you mind. Among other things, Hush 
Puppies are water repellent, and they're so light, 
they float.) 


There'll be eye-catching, buy-catching four-color ads 
again in THIS WEEK and PARADE... plus THE 
NEW YORK TIMES MAGAZINE, PLAYBOY, 


TRUE and additional major-market newspaper sup- 
plements. And they'll carry local dealer listings! 

There'll be a complete promotion package, too, for 
local advertising support, mailings, in-store displays, 
including Father’s Day displays and gift certificates! 


It’s your big chance to help your shoe sales take a 


giant — A very few territories are still open. Write 
for details now: Wolverine Shoe and Tanning Cor- 
poration, Rockford, Michigan. 

P.S. And to help you sell out boys’ styles: Hush 
Puppies have been selected by the U. S. Olympic 


Committee to be worn as part of the official uniform 
for the United States Pan American teams. 
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SHOES FEATURING FABRIcushon YEP 


FOAM LININGS HAVE EXTRA EYE APPEAL... 


TRY APPEAL... BUY APPEAL 


"59 STYLES OF THREE INTERNATIONAL 
SHOE LINES OFFER NEW VAMP LININGS 


FABRIcushon TRI-PLY linings are a fea- 
ture in the popular price Grace Walker, Trim 
Tred and Velvet Step shoes illustrated above. 
The newly developed foam-fabric linings 
were specified because they eliminate lam- 
inating operations . . . facilitate cemented 
construction . . . serve as plumpers and 
doublers for lightweight skins, leathers and 
fabrics . . . create easily demonstrated point- 
of-sale features. 


Supplied in ready-to-use packages, FABRI- 
cushon TRI-PLY is functionally correct in 
almost every type of shoe, including the 
most delicate high fashion styles, and is rec- 
ommended for vamp, strap and sock linings. 


me JQ EN DA LE cov 





NEW “SANDWICH” MATERIALS ADD VALUE 
WITHOUT INCREASING FINAL COSTS 


Manufacturers and retailers get three valuable 
advantages with FABRIcushon TRI-PLY: the 
softest surface “hand” obtainable on any lining, 
a comfortable “breathing” foam cushion around 
the foot and new design possibilities with soft, 
lightweight uppers. 


And ... because of production savings . . . these 
benefits can be obtained without an increase in 
over-all costs. 








UGHTWEIGHT CALF, KID, REPTRE OR FABRIC 





FABRIicushon products are manufactured under 
Patents 2,628,654 and 2,649,391 and Patents 
Applied For. 


Andrews-Alderfer Division 


1031 HOME AVENUE « AKRON 10, OHIO 


Representatives — NEW ENGLAND: William Flower * NEW YORK: Eastern Foam Fabric Co. * CINCINNATI: M. Hale Company * NASHVILLE: Robert 
Porter * ST. LOUIS: Gerald D. Scott Sales Company * MILWAUKEE: R. J. Piekenbrock * LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co. 
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THIS IS A BIG RE-ORDER YEAR 





Retail selling has created substantial new buying of LEVOR white leathers by 


shoe manufacturers. Store re-ordering is wide-spread. 
Check right now with your resources about getting white shoe replacements. 


HOLD YOUR MARK-UPS AND KEEP SIZED-UP, PARTICULARLY IN SHOES OF 


“THE WHITEST WHITES.” 


es 


ID, CALF & CABREIIA 
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See Blue Star at the Shows 
P.P.S.S.A. Show, McAlpin Hotel, 
New York... May 3-7 
Midwest Shoe Travelers’ Assn. 
Chicago, lilinois . . . May 3-6 
Ohio Show, 

uaa 3 Columbus, Ohio . . . May 3-5 

Blue Star concentrates on Shitiadiiorn Show. 


. Atlanta, Georgia . .. May 3-6 
quality every step of the way... set ee ii 


delivers the sparkling styling and Pittsburgh, Pa. ... May 17-20 
. pe 8 y 8 West Coast Fall Show, 


better fit of higher-priced shoes. ’ Los Angeles, Calif... . May 17-20 
SS . - New England Show, 
ts : . . oa Boston, Mass. . . . May 17-20 
No wonder it is America’s fastest- , | PFD icdigan Shoe Fai, 


growing juvenile shoe line! ss aren 


2 


IN STOCK $5-$6-$7 CHILDREN’S SHOES ae 


SAME DAY SERVICE J *s 
BLUE BONNET SHOE COMPANY, MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASSACHUSETTS 


‘eraps™ 
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SUMMER SALES GO BREEZING ALONG 


S 


ve 
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S PveeZe 


#1412 — BLACK CALFSKIN 


#1413— BROWN CALFSKIN 


¥. 


ato \ 
: Sec, 


( STETSON 


100 STYLES IN STOCK — RETAILING FROM $21.95 TO $65.00 
* * * 


WEST COAST REPRESENTATIVE — LLOYD LINGEL, 
4850 LINSCOTT PLACE, APT. 4, LOS ANGELES 
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It will profit you to stock 
this classic perforated Stetson! 


This shoe strikes the men .. . and they are many . . . who 
like the idea of a ventilated style but prefer something neat, 
sleek, uncluttered . . . modern, in a word. The perforating is 
a new, up-to-date design on a classic Stetson blucher, noted 
for its comfort. Lightweight, unlined forepart, soft supple 
uppers and specially treated soles for extra flexibility. This 
is one of Stetson’s growing SKYMASTER group — a “weigh 
less” line that’s right in tune with the trend. 

The Breeze is IN-STOCK for at-once sizing. Send your 
initial order in now — you'll want to repeat — and start in 
on a long summer of extra pair selling! Priced to retail at 
about $22.95. 

THE STETSON SHOE CoMPANY, INC.,So. Weymouth 90, Mass. 


7 





. .. another Sandler first, one more Sandler marvel. And, the latest big, big boost for all 


Sandler stores. We put the *RIPPLE® Sole on the road to fashion ... and the rest is shoe 


history. Continuing proof that Sandler creates the styling that makes the sales. 


PPSSA « HOTEL McALPIN « EAST ROOM 
And all regional shows 


*T. M. RIPPLE SOLE CORP. 
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Yes...There Is! 





—lIt is a bit late for snowballing but we thought to 
give it a try. 


—After writing up the squib for the April 15th 
issue ... the one about Joe Burger's story of the 
rise and fame of Stony Whittaker, we began to 
wonder. 


—Perhaps you are wondering too! Was there such 
a place as Bellbuckle, Tennessee? 


—Was there actually a Stony Whittaker . . . who 
came off a farm and went on to make a name for 
himself as an outstanding salesman? 


—So... we started the ball rolling. Gathered ad- 
ditional facts and some interesting information 
along the way. 


—Yes, Stony Whittaker did exist. 


—He was with International Shoe Company for 
years and he did come from Bellbuckle, Ten- 
nessee. 


—TInternational’s public relations department says 
that his file has been destroyed, for he passed 
away some ten years ago. 


—He is remembered by the company as “quite a 


guy.” 


—His son, a young man, has been a salesman for 
the Roberts, Johnson & Rand Division of Inter- 
national for the past seven years. 


—Incidentally, Bellbuckle, Tenn., is where the 
Webb School is located. That’s the prep school 
where, by tradition, all the Rand boys go. This 
school gets publicity occasionally because stu- 
dents sit on benches around potbellied stoves . 
still! (In this atomic energy age!) 


—There’s probably an interesting and exciting story 
about the town and Webb school . . . which we 
may explore further some day. 


Publisher 
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JUMPING JACKS 


—~ es 
om) 
stl 


YOUR CUSTOMERS 
... from Creepers to Teeners! 
Get ’em young and keep ’em yours 
with Jumping Jacks’ unequalled 
size and width assortments . . . styles 
that are younger set-approved ... plus 
famous Jumping Jacks’ snug-hug heel. 
You’ll keep ’em your customers 


with these lines: 


Pius important PRE-TEEN sizes 


Plus important PRE-TEEN sizes 


“BEBtor r “BEBtor 


VAISEY-BRISTOL SHOE CO. » MONETT, MO. 








IP7. 
THE BIG NEW SALES-BUILDER IN HEELS... ia A 


Big demand creation in Vogue 


MERCHANDISING IS TOPS, TOO...ON VITALIFT HEELS AND TOPLIFTS 


10 


NOW 


VITALIFT Replaceable Top 
Bring the Big 4 to Shoe Sa 





Now, in one design, are all the features you need to make heels the new buy-word in 
shoes! VITALIFT Heels are reinforced by a special heavy dowel with a tapered hex-head 
that extends through the tread face to the heel eliminating weak spots. The VITALIFT 
replaceable toplift screws into this special dowel and a hex countersink firmly seats the 
lift and prevents turning and shearing off. Toplifts come in nylon or steel, screw on and 
off in seconds, and stay on because the hex-head design keeps them safely in place — 
wherever you walk. 


For you — a Big 4 in Sales! 

@ Smart, fashion-right heel designs superbly reinforced. 

e@ A new idea to spark sales, bring extra wantedness to your shoes. 

@ Promoted with National advertising in Vogue and by in-store merchandising. 


@ Satisfied customers and retailers, because VITALIFT toplifts wear well, are easily 
replaced and give repeat sales. 


Write, call or wire, today, to get VITALIFT heels for your shoe line. 


Rack displays for shoe stores “Tell-all” tags in shoes Flyers, streamers and easels 


Mearthane 
lifts now available. 
Long wearing, resilient 
molded polyurathane. 


7 


sy MEARS 
HEEL COMPANY 
Lawrence, Mass., 
St. Louis, Missouri, 
So. Charleston, Ohio 
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FOOTPRINT 
IN 

THE 

SNOW 


WARM-FOOTED 





DRY-FOOTED 





LIGHT-FOOTED 





Nylon Paris Bootee 


with the new Rapier last for the new high heels, slim toes. 


Cambridge 


Cambridge Rubber Company, Cambridge, Massachusetts 


SEE THEM AT THE PPSSA- RCOMS 629, 630+HOTEL NEW YORKER 
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An I. Miller advertisement for 


The David Evins Clinging Vine Clinging Vines, new idea* 


in suede footwear... 


4 
as presented by I. Miller available exclusively in 


I. Miller stores. 


*Patent pending 








| Javid Evins presents the Clinging Vine ...most irresistible new shoe idea’ from here to Florida. Soft, soft, soft suede shirred with elastic 
thread to lightly, logatly embrace the foot.Wouderful? Wait till you try it in white, vicuna, red, green or saud uutined suede on a high, skinny 
heel. 38.95, from a seaxouful of Southern ercitements at L. Miller 


tones Penene 








“Soft, soft, soft swede shirred with elastic 

thread to lightly, loyally embrace the foot” . . . because exciting, new trend-setting 

inging Vines are fashioned in Ruffini, most versatile, most delicate-aired satin 
Clinging } hioned in Ruff t til t delicat 1 sat 


nap suede for light-hearted summer shoes. 


Smart retailers are planning new suede stocks and promotion now .. . to make the 


most of mid-to-late summer customer demands. Only Ruffini gives the soft, soft 


x ° ° ° ‘ 
(4 weightlessness required in the summer suede shoe silhouette. 


THERE’S STILL TIME TO ADD RUFFINI SUMMER SUEDES NOW... 
IN MODELS ANTICIPATING 1960 TRENDS. AND WAIT TILL YOU SEE THE COLORS! 


AMALGAMATED LEATHER COMPANIES, INC. 
WILMINGTON 99, DELAWARE 
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Misses’ and children’s One 
Strap. Adjustable top strap 
with snap buckle. 


Women’s Side Slide: Smart 
and practical for the storm- 
iest weather. 


3 


New Rapier last: Perfect fit 
for higher, slimmer heeis, 
tapered toes. 


° \ 
\ 
| \ \ 


\ Advertised in top national magazines. Cambridge Rubber Company, Cambridge, Massachusetts 


pees te EE ee ae Se Le oe 
\ SEE OUR COMPLETE LINE »* ROOMS 629-630, HOTEL NEW YORKER 
\ “Ta, a, <Aion One Sie aks ae \ ee \ 


May I, 1959 








from 


Rooms LUCKY’S 
Like YOU to Come 


634-635 














GEORGE LEWIS, President LUCKY LEWIS WILLIAM QUESTEL 
OUR Asst. to the President Eastern Sales Mgr. 


“AMBASSADOR’S 
CREED” 
to never relax at the job of They will be delighted to see you, 
helping you make more sales and talk with you, at the 


ae ae POPULAR PRICE 
SHOE SHOW 
OF AMERICA 


May 3-7 
HOTEL NEW YORKER 
Rooms 6384-6385 


LUCKY SALES CO., inc. 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. ® 


Oferereayall Aribasssitods Would 


Visit Us at the Show. 

















ED BANTA WILLIAM STANCHEL E. PATRICK MEYERS LEONARD LEITAG = EDW. LEWIS CHARLES |. HARRIS BERNARD SOLOMON 
Mid-West Sales Mgr. Western Sales Mgr. Asst. Eastern Sales Mgr. Asst. Eastern Sales Mgr. Asst.Mid-West Sales Mgr. Advertising Mgr. Secretary 


LUCKY’S GOOD WILL AMBASSADORS 
HAVE THEIR CASES BULGING WITH 


GOOD NEWS FOR YOU! 


- Starting with this 


POPULAR PRICE SHOE SHOW 


_ our Ambassadors will start 


to let some of these exciting 

news items out of their ‘attache cases 
and you will.be in on some 

very exciting “top secrets.” 


941 E. Third St. 2019 W. Walnut St. 47 W. 34th St. 


LOS ANGELES CHICAGO NEW YORK 


MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
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DRESS-UP Cn s O 


F THE WELL-DRESSED MAN 


ae | 


Cualaupsece “10-414 ® { {f>- A sleek dressy shoe with 


ap slash-gore on the inner side 
at for easy fit and tailored 


comfort. 


sects. 


A gentleman’s shoe 
with grey calf mud- 
guard and grey suede 
upper simulating a 
spat, fitted with 
matching SHUGOR 


side-gore. 


s I vives men’s footwear a 
novel touch, and a liberal 
bonus of solid comfort. 





THOMAS TAYLOR & SONS 


t HUDSON, MASSACHUSETTS 
a ; 
COPR. 1959 THOMAS TAYLOR & SONS 
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concert 


colleen 


RS y ... whichever way it falls, 
| Lj 5 ae you win! For any one of these 
me new Viner patterris will give 


you both volume and profit 


0 j Customers can't resist the 
5 A magnetic styling, the attractive 


prices. Whichever Viner styles 


you order this season, you're 
way out front! The more you've 


seen of others, the more 


’ ol N you'll see in these! 
VINER BROS., INC. 


IN-STOCK ; 
P Bangor, Maine 
Retail $6.95-$9.95 Shoe Craftsmen Since 1905 


Write today for latest Young and gay in every Way 
IN-STOCK CATALOG 











alas 
GO WITH 


the lighter—more buoyant sole 


THE ONLY NATIONALLY ADVERTISED 


meric Dyfed Hip 








DEME LN] 


Advertised in 
September ele TR AVEL 


SST 
on the lighter- 


LIFE 


faq u Ut £ buoyant | 


CELLULARSOLE ) ¢ 





® 


Around the corner or around the world . . . get more mileage, more 
style, more comfort... on Cush-N-Crepe®, America’s original cellular 
sole*. It’s the finishing touch to the finest shoes made. Let this 


Solemark of Quality be your guide. “rex. U.S. pat. of 








Only the world’s largest bootmakers could make this possible! 


The 


‘‘Feather-Wedge”’ t | 
a ae 


‘ Z 
2 — ~ 
ee TS 
a ae 


COST TO YOU 


1044 ... Unbelievably soft 
and feather-light in smooth 
Duk-Bak sports leather! But, 
tough and rugged-wearing, 
with full quota of Quilon for 
exceptional water and acid re- 
sistance! Amazing Goodyear 
‘Cobra’ wedge sole is non- 
skid, self-cleaning. Has all other 
Acme wear-and-comfort extras! 
Sizes 6% thru 12, and 13. 
B, D, and EE widths. Autumn 
Brown color. 


FULLY INSULATED, foot & top! 
1054 


Duk-Bak"’ sports leather, with full 
quota of Quilon 

“Ribber"’ sole and 

heel. Sizes 612 thru 

12, and 13. D and 

E widths 


boots 
belong 


in today's 

comfortable 
practical 
colorful 
way of living 


COST TO YOU 


$10.00 


} 


NATIONALLY 
ADVERTISED 


‘“*RUFF-OUT”’ retan leather 
1022 


Scuff and scratch resistant! Non-skid 
“Ribber"’ sole and 

heel. Rawhide laces. 

In Brown. Sizes 61/2 

thru 12, and 13. B, 


D and EE widths. 


COST TO YOU 


ACME BOOT COMPANY, INC., Clarksville, Tennessee 
MAKERS OF COWBOY BOOTS, WELLINGTONS, ENGINEER BOOTS and PARADE MAJORETTES 
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Shoe Union Charges: 


Industry Is “Vulnerable 


To Teamster Attack’ 


BOSTON—The Teamsters Unfon’s 
venture into the shoe industry in an 
attempt to organize its more than 
100,000 unorganized employees 
“should come as a surprise to no one 
who takes a hard look at the facts.” 
That’s the belief of John J. Mara, 
president of the AFL-CIO Boot and 
Shoe Workers’ Union. 

In a press statemert Mr. Mara 
declared, “The soft wage underbelly 
of the shoe industry offers a natural 
and vulnerable target for attack by 
the openly feared Teamsters Union.” 

In 1958, the union president said, 
average hourly wage of shoe produc- 
tion workers \as $1.52 compared 
with $1.93 for rubber footwear work- 
ers and $2.01 for tannery workers. 

Noting that the Teamsters had 
carefully studied the “low wage po- 
sition” of the shoe production 
worker, the union statement said, 
“The Teamsters have prepared an 
almost irresistible package of wage 
and fringe benefit gains to lure the 
shoe worker.” 

The BSWU statement said also 
that the Teamsters offer “one of the 
most attractive of all pension pro- 
grams to prospective members, in- 
cluding shoe workers.” 

A member retiring at age 64 with 
25 years’ service receives $150 a 
month plus social security benefits. 
The employer pays the entire cost, 
averaging 15 cents an hour, toward 
the employee’s pension. 

“By comparison,” said the BSWU, 
‘“‘a shoe worker’s pension, in the few 
plants where a pension plan of any 
kind is in effect today, amounts to 
a maximum of $37.50 a month after 
30 years’ service.” 

Mr. Mara warned, “If shoe manu- 
facturers have any doubts about the 
Teamsters’ chances of successfully 
invading this industry, they’ve only 
to look at the package Teamster or- 
ganizers are promising to shoe work- 
ers.” The established shoe unions, 
he added, face “as tough a challenge 
as the manufacturers.” 

Mr. Mara said the BSWU execu- 
tive board would meet shortly to 
formulate policy on this matter. 
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Guild Week Keynote: ‘Order Early’ 


Showrooms were busy and busi- 
ness was “good” as buyers took 
action to beat expected price 
rises. Among Guild manufactur- 
ers, price trends showed a varia- 
tion. Reordering was heavy. 


By ELEANOR M. RUTTY 


NEW YORK — Fall buying in 
Guild of Better Shoe Manufacturers’ 
sample rooms started for some mem- 
bers several days prior to Guild Week 
and continued in some factories af- 
ter the official market week had 
ended. 


Buying, on the whole, was good, 
with a tendency evident to place sub- 
stantial orders early before probable 
price rises. This situation varies at 
the moment, with some manufactur- 
ers holding current prices; some 
raising them 25 cents, 50 cents and 
one dollar. The accepted practice of 
shifting more shoes to the higher 
level in given price brackets has 
also been followed. 

Reorders constituted exceptionally 
good business in several sample 
rooms. “The greatest ever” was how 
one manufacturer’s representative 
put it. In these reorders were gray, 
bone, black and blue suede and calf. 
Several other manufacturers re- 
ported reorders in white shoes. 


Trends in Ordering 

Noteworthy trends in fall ordering 
included an increased demand for 
regular suedes in colors; a strong 
interest in gray, sometimes in a 
combination of two shades; definite 
increase in the darker, golden-toned 
browns for dressy shoes, in both 
leathers and fabrics; a growing 
trend to make high styles on 18/8, 
as well as 23/8 or 24/8, heels, and 
definite interest in open-toe, sling- 
back pumps. 

Other ways of giving a more open 
look to the shoes included cutouts, 
perforations and lowered sides, with 
some d’Orsay among these. Dressy 
daytime, cocktail and evening shoes 
still showed a demand for vinyls, 
usually combined with black suede 
or a dressy fabric. 

In the over-all color story, black 


continues to hold the No. 1 position, 
with the darker, golden browns 
showing greater interest. The dark 
horse, gray, has also come up and 
is liked in combination with match- 
ing luster trim. 


Off-beat beiges are important. An 
antique gold is liked. So is olive 
green, with an occasional deep forest 
shade mentioned. The deeper reds, 
with a tinge of blue or brown, are 
preferred to the brilliant flame 
shade. 

Here and there a demand for a 
subdued brighter blue appears. A 
golden brown and a bright purple in 
suedes will be the promotion colors 
in one Guild member’s line. 


Calfskins Still Popular 


Admittedly, calfskin shoes are 
still very much wanted and, accord- 
ing to some Guild manufacturers, in- 
creased prices make no difference in 
high-price, quality shoes. Others, 
however, say they are pushing other 
leathers. Both shiny surfaces—glacé 
calf and lusters—and dull waxy fin- 
ishes are strong in fall orders. Fine 
grains continue to be wanted, as are 
lizards and _ alligators. 

The fine-looking regular suedes 
have been bought more extensively 
in color than in recent years. The va- 
riety of elegant and new looking fab- 
rics for after-five wear—or as trim 
or combinations with suedes — is 
making fabrics important for fall. 

With so much emphasis on fine, 
feminine, elegant shoes, there is the 
growing trend toward real, down- 
to-earth town walking shoes, on 
stacked heels as low as 12/8 and go- 
ing as high as 18/8 and 19/8. With 
these shoes, oval toes or less pointed 
toes are favored. Opinions have dif- 
fered somewhat regarding the proper 
use of the new oval lasts, a few man- 
ufacturers playing them across-the- 
board on all types and heel heights. 
However, in general, they are being 
more often used on tailored types. 

lere and there, real interest in 
square toes has beer reported. And 
it is important to note the demand 
for “elegant women’s” shoes on 18/8 
heels with “not too pointed toes,” 
as cited by one Guild member. 
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For More Profitable Sales: 


Institute Shows How to Gather Market Data 


NEW YORK—Through a three- 
day Marketing Research Institute, 
shoe manufacturing officials were 
advised how to set up an informa- 
tion-gathering program to help them 
keep on top of their ever-mounting 
marketing problems. 

The National Shoe Manufacturers 
Association sponsored the Institute 
in the Hotel Biltmore, April 15-17. 
Marketing Research Chairman Bill 
Sheskey, who is vice-president of 
Commonwealth Shoe & Leather Com- 
pany, pointed out that any producer 
in an industry “as complex as shoes” 
must base its decisions and its suc- 
cess on the facts and evidence that 
bring profits. 

The Institute was the first of its 
kind held by NSMA. 

On the Institute’s first day, officials 
of McKinsey & Company, consulting 
management engineering organi- 
zation, were in charge. Donald C. 
McVay, Jr., associate of the firm, 
teld in detail how shoe manufactur- 
ers could gear their sales reporting 
to company goals and objectives. 

Charles W. Smith, senior con- 
sultant, explained how a shoe manu- 
facturer should appraise the effec- 
tiveness of his sales analysis system 
and how he can improve on it. 


Workshop Sessions 

Between general sessions, par - 
ticipants divided into three work- 
shop sessions. There they discussed 
how to apply what they learned to 
their own reporting and analysis of 
sales and sales activities. 

The first workshop sessions were 
led by Stephen J. Altschul, vice- 
president of Julius Altschul, Inc., 
Brooklyn; P. Douglas Blain, sales 
manager of Endicott division, Endi- 
cott Johnson Corporation, Endicott, 
N. Y., and John F. Herbst, vice- 
president, Herbst Shoe Manufactur- 
ing Company, Milwaukee. 

Manufacturers agreed that Mr. 
McVay’s instruction that sales in- 
formation be prepared in an inte- 
grated manner, in both pairs and 
dollars, at every level of the organi- 
zation is vitally important if com- 
panies are to save money in gather- 
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ing information and to insure that 
each person has the information to 
carry out his responsibility. 
Workshop leaders covering the 
sales analysis sections were Lee 
Kursewicz, sales manager, Bata 
Shoe Company, Belcamp, Md.; Wil- 
liam Furst, Herbst Shoe Manufac- 
turing Company, and Ben Edscorn, 
director of marketing research, In- 
ternational Shoe Company, St. Louis. 
Later, Gregory M. Boni, a partner 
in Touche, Niven, Bailey & Smart, 
New York, outlined procedures to 
follow in controlling distribution 
costs and increasing a shoe manu- 
facturer’s selling power and profits. 
In the contribution cost procedure 
he advocated, a manufacturer was 
enabled to predict accurately the 
contribution of any product or mar- 
ket segment to overhead and net 
profits in spite of unforeseen changes 
in volume mix. This is vital, Mr. 
Boni said, because many shoe manu- 
facturers think in terms of contri- 
butions to net profit after they have 
made some arbitrary allocation of 
overhead to product groups. 
Workshops on distribution cost 
analysis were led by N. J. Just, vice- 
president, Brauer Bros. Shoe Com- 
pany, St. Louis; Roy St. Jean, man- 





Easels at PPSSA to Tell 
Of Industry-Wide Promotions 


NEW YORK — Easel signs de- 
scribing the three major industry- 
wide promotions for fall are being 
provided to aii shoe exhibitors at 
the Popular Price Shoe Show of 
America. The show is being held 
here May 3-7. 

“The show will provide a kickoff 
for a tremendous amount of pro- 
motional planning and buying by 
the trade to tie in with these three 
fall events,” stated Maxwell Field 
and Edward Atkins, co-managers of 
PPSSA. 

The three themes, all sponsored 
by the National Shoe Institute, 
are: for women, “Shoe Shapes in 
Browns”; for men, “Brown with 
Black,” and for children, “Boots! 
Boots! Boots!” 


ager of marketing and sales analysis, 
Brown Shoe Company, St. Louis, and 
Warren S. Lane, vice-president, Stet- 
son Shoe Company, South Wey- 
mouth, Mass. 

One of the most provocative dis- 
cussions of the three-day series was 
presented by William Girdner, re- 
search director of Melville Shoe Cor- 
poration, New York, on “Market 
Potential Analysis as a Foundation 
for Sales Effort.” Predominant in 
his talk was how a manufacturer can 
reach to the local market level and 
pinpoint the potential and perform- 
ance within a trading area as well 
as for specific stores. 

Workshop leaders on this subject 
were Mr. Edscorn, Mr. St. Jean and 
John L. Stone of Craddock-Terry 
Shoe Corporation. 

Participating in the final day of 
the Institute were Arthur White and 
Florence Skelly, senior associates of 
Stewart, Dougall Associates, New 
York, the country’s largest market- 
ing research organization. They ex- 
plained what a shoe manufacturer 
could do to research the two most 
important variables in the total sales 
picture: the consumer and the re- 
tailer. 


More Research Than Supposed 


Shoe manufacturers present agreed 
that this phase of research could 
do the most to help them in specific 
product development and marketing 


strategy. Developing from the dis- 
cussion was the fact that consider- 
ably more research at consumer and 
dealer levels is being conducted to- 
day than is imagined by most mem- 
bers of the industry. 

Workshop leaders on marketing 
research were: John T. Hart, adver- 
tising manager, Wolverine Shoe & 
Tanning Corporation, Rockford, 
Mich.; Zvi R. Cohen, assistant sales 
manager, BGS Shoe Corporation, 
Manchester, N. H., and Iver Olson, 
director of marketing and research 
for NSMA. 

Another highlight of the three- 
day Institute was the talk by Charles 
Winick, research professor of Colum- 
bia University, on the psychological 
and social aspects of footwear. Con- 
sumers, he said, are extremely artic- 
ulate about shoes, even up-to-the- 
minute styles. This holds true in the 
consumer’s knowledge of styles worn 
by the opposite sex. 
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Revision of Consumer 
Price Index Sought 


WASHINGTON, D. C.—The Gov- 
ernment is asking Congress to vote 
a $4.6 million revision of the Con- 
sumer Price Index. The improved 
CPI, if approved by the Congress, 
will be about five years in the mak- 
ing. 

It’s too early to say whether such 
a revision would tend to result in 
the quotation of either higher or 
lower footwear prices. But prelimi- 
nary thinking within the Bureau of 
Labor Statistics which produces 
the CPI—is that a revised index will 
tend to follow the existing pattern 
of operation, and hence will not tilt 
shoe prices in either direction. 

The Government now “shops” 
fewer than a dozen basic types of 
footwear. If the revision of the CPI 
is approved, the list probably will 
be extended to take in a greater 
variety. Therefore, a lot depends 
upon what new types of footwear 
are added in the list of those priced 
each month by government shop- 
pers. 

Why is it necessary to revise the 
CPI? The Government lists these 
reasons: 

@ Families are larger. There are 
more old people and children. Larger 
families are spending more on food 
and less for other things. 

© The U.S. population is shifting 
geographically. There are 15 per 
cent more people than in 1950, when 
the CPI was last re-set, and more 
people are living in the Southwest 
and in the West. 

® Families are still moving to the 
suburbs. Partly as a result of sub- 
urban living, they are spending less 
on shoes and clothing and more on 
houses and gardens. 

® Family incomes are higher. But 
most of the money goes for cars, 
television sets, travel, education and 
medical bills. A smailer slice goes for 
soft goods. 

© People buy less from older-type 
stores, more from discount houses 
and suburban stores. “Since price 
trends in these discount and subur- 
ban outlets are not uniformly reflec- 
ted by price trends of large depart- 
ment stores and shops in central 
cities, it is important that the new 
outlets be included in the pricing 
program,” the BLS says in asking 
funds for the revision. 
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Chains Report on °53: 


BOSTON-—Shoe chain sales rose 
in 1958 but profits dropped. The New 
England Shoe and Leather Associa- 
tion voiced this finding after analyz- 
ing the reports of the first 12 shoe 
chain store companies which listed 
their ’58 sales and profit figures. 

Combined net profits, after taxes, 
of these concerns amounted to $14,- 


Sales Up, Profits Dip 


027,524, a decrease of 8.5 per cent 
from 1957. 

Net sales, meanwhile, totaled $507,- 
074,496, an increase of 3.2 per cent 
over the 1957 figure. 

The chains’ combined ratio of net 
profits as a percentage of net sales 
amounted to 2.8 per cent as compared 
with 3.1 per cent in 1957. 


Comparative Sales and Profits of Shoe Chains 


No. 


1958 


Per Cent Change 
1958-1957 


Ratio of 
Profits 





of 


Company Stores Net Sales 


— to Sales 


Net Profits Sales Profits in 1958 








Melville Shoe (a)... 
Edison Bros... .... 
Shoe Corp. (a)..... 
A. S. Beck (a)... 
National Shoes... . 
Butler’s, Inc.... .. 
Hanover Shoe (a). . 
Cannon Shoe Co.... 
Nusrala-Bowen (b).. 
Spencer (a) 

Geo. E. Keith..... 
Dan Cohen... .. 


1,053 
334 
676 


109,119,591 
107,143,286 
60,391,387 
23,965,785 
22,613,311 
12,265,475 
8,519,782 
8,043,830 
7,551,490 
5,541,912 
5,482,523 


$136,436,124 $ 5,680,639 


Ss 
on 


6% — 2.8% 
+15.6 
—21.¢ 
—49. 
—14. 

+ 9. 
—15. 
+25. 
—50. 


3,256,884 
2,270,531 


mNWOMH ON 


= 


to 
CONNONORROOF 


Littl ttl +++ 
So: SONMAWNONWS 


wo. oe 


—54.6 





$507,074,496 $14,027,524 





(a) Denotes companies operating own shoe factories. 
* Excluding non-recurring profit from sale of real estate. 


ments only. (L) = Loss. 


+ 3.2% — 8.5% _ 2. 


8% 
(b) Operates leased depart- 


Source: New England Shoe and Leather Association. 





Proposed Ohio Law Amended After Shoemen Object 


COLUMBUS, O. — A proposed 
state law which threatened to re- 
strict Ohio shoe retailers in their 
fitting operations, has been amended 
to remove that threat. 

Many of Ohio’s more than 1800 
shoe retailers had written to their 
state representatives urging the re- 
vision. 

Earlier, when the measure passed 
the State Senate as substitute Senate 
Bill 57, the Ohio Shoe Travelers 
Club voiced a warning to retailers. 
According to the travelers, the bill 
was then so worded that it would 
make a shoe fitter legally unable to 
install a heel pad, make an adjust- 
ment or add some feature to an exist- 
ing shoe without a prescription from 
a chiropodist. 

The bill, similar to some that have 
been presented in other state legis- 
latures, is designed to regulate the 
practice of medicine and chiropody 
and only incidentally periled shoe re- 
tailing practices. 

Learning of the bill, the travelers 
declared that a change in the word- 


ing was necessary to avoid “harass- 
ment and confusion” in the sale of 
shoes. In a statement, they said: 
“As shoes are today mass-produced 
over standard lasts for the foot, 
which is of infinite shapes and va- 
rieties, we in the industry are well 
aware of the necessity for applying 
pads, inserts, etc., to adjust the shoe 
to the foot in a large number of 
cases.” 

Late last month, the House Health 
Committee heeded shoemen’s objec- 
tions. It removed the objectionable 
words, thus enabling shoe merchants 
to continue fitting and applying pads 
and making similar adjustments. 

The revised bill provides also that 
chiropodists are responsible for the 
“making of molds or casts of the 
foot or any part thereof for the pur- 
pose of fitting or prescribing appli- 
ances, devices or shoes for the cor- 
rection or relief of foot ailments.” 

The amended bill, which was sent 
to the House Rules Committee, was 
expected to come up for a House vote 
about mid-May. 
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U. S. Shoes to Get Major Billing at Moscow Exhibition 


The shoe and leather display at 
the American fair will show the 
Russian people the variety of 
footwear the U. S. wears. Some 
500 pairs will be exhibited. Ob- 
servers think the six-week ex- 
hibit may stimulate trade in con- 
sumer goods — including shoes. 


NEW YORK—Better than any 
other item of apparel, shoes dra- 
matize the gap between our stand- 
ard of living and that of the Rus- 
sian people. 

This is the thinking behind a 
large and diverse exhibit of Amer- 
ican shoes and leathers which will 
be on view at the American Na- 
tional Exhibition in Moscow this 
summer. 

Leather Industries of America is 
arranging and coordinating the ex- 
hibit in cooperation with leading 
U. S. shoe manufacturers and tan- 
ners. Basic purpose of the display 
is to demonstrate graphically the 
American way of life. But in- 
formed observers feel it also pre- 
sents strong possibilities for de- 
velopment of U.S.-Soviet trade in 
consumer goods. 

Russia, they point out, needs 
more shoes than it can turn out. 
Today it is buying footwear from 
Western Europe. Tomorrow, why 
not from the United States? 

The exhibition is the first major 
event of its kind ever to be presented 
in the USSR by the U. S. It is ex- 
pected to attract some four million 
visitors, including many vacationers 
from remote parts of the Soviet 
Union. 


Most Manufacturers Represented 

When the exhibition opens July 
25 in the Russian capital’s Sokol- 
niki Park, some 500 pairs of shoes 
of all categories will be on display. 
The majority of U. S. shoe manu- 
facturers will be represented by 
one or more pairs, according to Mel- 
vin Salzman, director of Leather 
Industries. America’s diversity of 
styles, sizes and price ranges will be 
underscored. 

“A large—almost disproportion- 
ate—amount of space is being de- 
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voted to leather and shoes,” Mr. 
Salzman declares, “because in- 
formed observers in the Soviet 
Union report that the Russian peo- 
ple are fascinated by the quality 
and variety of the shoes we wear.” 

In the main leather and shoe ex- 
hibit—about 5000 cubic feet in size 
—women’s footwear on display will 
range from flats and walking ox- 
fords to stiletto-heel, tapered-toe 
dancing pumps. There will be sim- 
ilar assortments of men’s and chil- 
dren’s shoes. 

All the footwear will be labeled 
to inform the Russian audiences 
of the prices in appropriate units 
of money. 

The shoes will be intended as a 
cross-section of those worn by 
average Americans. According to 
Leather Industries, they’ll be se- 
lected on the basis of recommen- 
dations from manufacturers and a 
committee composed of shoe and 
fashion editors. 

At the main exhibit, the shoes 
and other leather products will be 
displayed against a background of 
100 or more hides and skins. LIA 
officials envision these leathers, in 
varied textures, finishes and colors, 
as forming a huge “leather arena.” 


‘Towers of Shoes’ 

According to preliminary plans, 
the display will be dominated by 
several 16-foot-high “towers of 
shoes.” One tower would have af- 
fixed to it at least 100 women’s 
shoes of identical style, demon- 
strating the size and color diver- 
sity in which an average moderate- 
priced shoe is available in the U.S. 
There would be a similar “tower” 
for men’s shoes, and others as well. 

In addition LIA has plans for a 
“ferris wheel” setup on which 
men’s, women’s and children’s 
styles would be mounted. Visitors 
would be able to turn the wheel 
to see all the shoes. 

During the six weeks of the ex- 
hibition, the wonders of American 
shoemaking will also be spotlighted 
in fashion shows five or six times 
daily. More than 80 costumes— 
including some 20 for men—will 
be shown. Shoes and handbags will 


be accessorized and included in 
the commentary. 

At the entrance to the fair’s 
fashion section will be a huge 
panel headlined “This Is the Way 
America Dresses.” It will show 
the yearly clothing purchases of 
the “average American family.” 
Included will be five to six pairs 
of women’s shoes in various styles, 
three pairs of boys’ shoes, three 
pairs of girls’ shoes, and two to 


three pairs of men’s shoes. 


Specified Shoes for Guides 


U.S.-made footwear will be 
shown, too, on the feet of the 90 
guides at the exhibition, all Rus- 
sian-speaking Americans recruited 
through U. S. colleges. 

Each of the 50 girl guides will 
have one black mid-heel walking 
pump, a dark red mid-heel pump 
and a brushed or suede leather flat. 
The 50 young men will each have 
a slip-on in black leather and a 
two- or three-eyelet moc-toe blucher 
in a dark brown shade. 

Visitors to the shoe and leather 
exhibit will receive an illustrated 
folder in their own language, out- 
lining the role of this industry in 
the U. S. economy and stressing 
that “new shoes are an everyday 
occurrence to most Americans.” 

One part of the fair’s apparel 
section will show work clothes for 
men and women. Among them will 
be an assortment of work shoes 
ranging from steel toe-capped 
dress oxfords to heavy leather 
loggers’ boots. 

To supervise the setting up of 
the shoes and leathers, LIA’s Mel 
Salzman will go to Moscow in mid- 
July. 

Leather Industries will stage a 
one-week preview of the Moscow 
exhibit at its New York headquar- 
ters starting July 13. This will be 
for the newspaper editors from 
throughout the country who an- 
nually gather there in July to pre- 
view the apparel and shoe fashions 
for fall and winter. 

Duplicates of most of the shoes, 
leathers and other leather prod- 
ucts to be exhibited in Moscow will 
be on view. 
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This illustration will appear in a full-pc 
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1960 Designs from the World’s Metropolitan Style Centers ... 


for Profitable Sale by Jarman Dealers Everywhere! 


These are shoes a man will be proud to own the newest, 
smartest anywhere. They are shoes a Jarman dealer will be pleased 
to feature — the most promotable anywhere. Here Jarman, as 
always, offers the best new styles first to American dealers for 
volume business. And if you doubt that such style leadership pays 
off in a big way, look at the figures which show Jarman the most 
popular shoe in the price range in which half of all American men 


buy their footwear. 


That of course is not the entire story. The shoes shown here sym- 
bolize another factor in Jarman success national advertising. 
(These highly distinctive “Metropolitan Styles” will be featured 
next fall in a full-page ad in Life.) Season after season, Jarman 
national advertising pre-sells Jarman shoes, strengthens the Jarman 
name, directs many a man to many a Jarman dealer. This brings 


invaluable repeat business. The customer finds that the Jarman 





reputation is well deserved, that the ads speak the truth. He likes 
the styling, the comfort, the quality — and he returns again and 


again. 


always anxious to add alert. pro- 


Jarman is an expanding brand | 


gressive dealers to its family. If you are interested in making more 
money with America’s top brand of shoes, write right away for full 


information about a Jarman franchise. 


JARMAN SHOE COMPANY + NASHVILLE, TENNESSEE 
A G@GENESGO DIVISION 


SHOES FOR MEN 


TO RETAIL AT $10.95 TO $19.95 MO 





A window 


open 
to the trade 
of the world 


INTERNATIONAL 
1] th - 16 th SEPTEMBER 1959 


PORTE DE VERSAILLES 
PARIS 


WEEK 


CONSEIL NATIONAL DU CUIR : 2 RUE EDOUARD VII, PARIS 





INSIST ON THE ORIGINAL “trade marked” BURNT IVORY 
exclusive with Taylor of Maine 
THIS ADVERTISEMENT WILL APPEAR IN THE NEW YORKER, SEPT. 12. BURNT IVORY WILL ALSO BE FEATURED IN OCTOBER ESQUIRE. 


de 


WHAT KIND OF MAN WEARS TAYLOR-MADE SHOES? 


You know him at a glance. He has an 
unmistakable air . . . a flair for living . . 
underlined by the easy cut of his clothes, 
the thoroughbred look of his shoes. 


They’re Burnt Ivory exclusives, 
Or hand-shaped to do justice 
to this magnificent 
7 ol ? hand-burnished leather 
* that has set a fashion 
shoe all by itself. Like good brandy — 
rich, mellow, glowing — 
Burnt Ivory only improves 


with age. From $16.95. 


BURNT IVORY 
by j 
Taylor of Maine 


reg. U.S. pat. off. 


STYLE 240, THE SQUARE FRONT HALF CHUKKA. AT YOUR LOCAL TAYLOR MERCHANT OR WRITE E. E. TAYLOR CORP., DEPT. T-2, FREEPORT, MAINE 








Naugatuck PARACRIL 0Z0 feet 


0ZO Sole 


Conventional Sole 


6-year-old proves PARACRI! 
far outwears best competitive sole! 


A typically active young boy in a small Ohio town has 
added to the evidence of numerous laboratory and actual 
wear tests—shoe soles made of new PARACRIL 0ZO outwear 
all others 3 to I! 

Two pairs of shoes were used in this test, each pair 
worn every other day to provide similar test conditions. The 
first pair, with good quality conventional soles, became 
unfit for use in a little over six weeks’ time. Yet the shoes 


with PARACRIL 0ZO soles—despite the kicks, scrapes, grinds, 
and special kind of abuse for which little boys are known 
—showed only a fraction of the wear. At the end of the test 
they were still good for months. 

Take q tip from the tot. Insist on PARACRIL 0ZO soles 
for the shoes you sell. It makes a major selling difference. 
To learn more about PARACRIL 0ZO, write the address 
below. Names of sole manufacturers on request. 


Naugatuck Chemical 


3 A 535P Elm Street 
Division of United States Rubber Company Naugatuck, Connecticut 





US 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Onterie - CABLE: Rubexport, H. Y. 
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® President Eisenhower likely to ask for higher taxes this 
year if Congress insists on going ahead with spending. 


@® Broad bipartisan support makes extension of 
federal wage-hour law to stores doing %500.- 
000 or more a good possibility. 


® Antitrust laws relating to mergers. price dis- 
crimination and monopoly are very likely to 
be made tougher this year by Congress. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





A White House demand for higher taxes this year is a definite possibility. 
President Eisenhower is making it plain that he'll strongly urge tax rises if 
the Congress votes to spend far beyond income. 

Reckless spending—that is, whooping it up on a scale not justified by 
income—just isn’t going to get anywhere as far as he’s concerned, Mr. Eisen- 
hower declares. 

Not only does he clearly threaten to veto any of this year’s congressional 
spending plans that he believes are either unneeded or foolish, but he also 
lets the lawmakers know they'd better have a serious go at keeping federal 
income and outgo somewhere close to balance. 

Congressmen that want to act like sports by voting big spending schemes 
had better be prepared to pay up like sports when the bills come in. 

The key money-men in the Senate and in the House look coolly on plans 
to increase taxes, however. Chairman Mills, D., Ark., of the tax-writing House 
Ways and Means Committee, says bluntly he isn’t going to approve of any 
plans for jacking up the government’s tax take short of war or all-out 


emergency, 


Strong bipartisan support is developing for plans to extend the federal 
wage-hour law to some larger merchants. 

The Eisenhower Administration and a strong Democratic bloc in Congress 
are fighting for extension. The major proposal is a bill sponsored by Sen. John 
Kennedy (Massachusetts Democrat). 

This measure would extend coverage to stores with an annual gross 
volume of $500,000 or more. Stores covered would have to pay all employees 
at least $1.00 an hour and time-and-a-half for more than 40 hours a week. 
Some 4.5 million workers would be affected. 

A companion proposal of Sen. Kennedy that the minimum wage be 
boosted to $1.25 an hour is opposed by the Administration “for now.” 

With such broad. support, there is a good chance the wage-hour law 
will be extended. The chance that the minimum wage will be raised is not as 
strong, but is a possibility. Smaller stores, although not directly covered. would 


have to compete with larger stores for workers. 


The nation’s antitrust laws are likely to be toughened up by Congress 
this year. Mergers and enforcement of anti-price discrimination and anti- 
monopoly laws will be affected. 

A pending measure would require firms planning to merge to give the 
government 60 days advance notice. This would apply to firms with combined 
assets of $10 million or more. 

Other - bills would give the Federal Trade Commission more power to 


enforce cease and desist orders against unfair business practices, and give the 





Justice Department more power to move against monopolies. 





@ Military budget will be about $41.8 billion, a 
elimb of $1 billion over last year. Congres- 
sional padding partly responsible. 

Report from 


@ Sherman Antitrust Act is for the protection 
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Also pending is a measure to repeal the “good-faith” defense, which 
permits suppliers to cut prices to some of their customers if it is done to 
meet competition. 


Defense spending, despite President Eisenhower’s hold-the-line efforts, 
is to climb by about $1 billion in the new fiscal year. Again, the emphasis 
will be on missiles and exploring space. 

This means an overall military budget of around $41.8 billion for the 
year beginning July 1. And the final total may be close to $42 billion. For 
many congressmen are determined to add pet spending projects of their own 
to the defense budget, thus pushing the total to an unprecedented peacetime 
high. 

A look at Mr. Eisenhower’s proposed military budget shows that he is 
making a conscientious effort to weed out obsolete spending projects in order 
to release available dollars for high-priority programs involving missiles and 
exploration of space. But this is easier said than done. Every congressman 
with a defense plant in his district is resisting efforts to close out procure- 
ment programs involving pre-nuclear age weapons. And the politicians are 
tacitly backed up in this resistance program by thousands of Pentagon supply 
officials who are not anxious to close out their comfortable assignments. In 
government just as in industry, it’s far easier to keep on doing what you're 
doing than to break new ground. 

In recent years the cost of national defense has been rising by a chunky 
$1 billion a year. Part of this rise is due to advances in technology and part 
is due to inflated procurement costs. 

There is no reversal of this trend in sight. Continuing inflation is now 
silently condoned by both political parties. 


The Sherman Antitrust Act is for the protection of independent retailers 
as well as the buying public, the Supreme Court has ruled. 

The court on April 6 held that a small merchant may properly bring 
suit for triple monopoly damages against a larger competitor who conspired 
with manufacturers and other retailers to keep nationally-advertised goods 
away from the smal! competitor. 

The small competitor (Klor’s, Inc., a San Francisco appliance retailer) 
sued Broadway-Hale, charging Broadway-Hale and others had conspired to 
obtain lower prices from manufacturers, and further to keep nationally-known 
brands out of Klor’s. 

The Supreme Court ruled unanimously that Klor’s had every right to sue 
for damages. The case now goes to trial. 


Merchants in the Washington, D. C., area are losing sales again to 
government-operated outlets. This time, it’s the retail gasoline dealers who are 
complaining. Although tax figures show that sales of gasoline dropped in 
Washington filling stations last year, sales in Army-Navy-Air Force exchanges 
in this area rose. 

The answer is that nonmilitary customers are illegally buying gas, oil, 
tires, batteries, and accessories from the military stores, the dealers state. 

To prove their claim, Washington filling station operators point to sales 

(CONTINUED ON PAGE 64) 
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Federal Industries Proudly Introduces 666L... 
(So New That Even a Name Has Not Been 
Chosen) 

FEDERAN 666L is the ringing rebuttal to spi- 
raling shoe material prices. 

FEDERAN 666L is a SUPER VINYL... the 
most outstanding development ever presented 
to the manufacturers of better grade shoes... 
With a special base fabric for clean cutting 
with a minimum amount of fraying—A built-in 
two way stretch to eliminate grain distortion- — 
Ready adaptability for folding and molding 
operations—lIn all of the richly embossed tex- 
tures, grains, and the full range of fashionable 
colors! 


higher price 
I/ yMEW, 
} ae) shoe 


u 


manufacturer 


FEDERAN is quality certified by the independ- 
ent laboratories of the United States Testing 
Company and also bears the Seal of Com- 
mendation of Parents’ Magazine. 

Protect your profit and increase the buyer de- 
mand for your better grade shoes. 

Labels, tags and counter displays bearing these 
seals and the proud FEDERAN trade name are 
available for use in retail outlets. 

Be sure to see the revolutionary 666L 
FEDERAN, in Suite #1536, Hotel New Yorker, 
during the Popular Price Shoe Show, May 
3-7, 1959. 


a TEXTRON company, 686 Main Street, Belleville 9, New Jersey 


May I, 1959 





“~ YOU CAN'T 
SELL THEM IF 
YOU DON'T 
HAVE THEM! 


May is the big promotion month for 


| BF Fie 











Stepped-up TV advertising... exciting new displays 
for store-wide promotions. . . build the big demand 
for You! 


2 BIG TV SHOWS 
MICKEY MOUSE CLUB 
and 


ADVENTURE TIME 


© Walt Disney Productions 





It’s “P-F” time right now . . . and timed to create the big demand 
for peak selling are these two top shows. Each one covers 113 
markets . . . each covers different age groups. And, for even bigger 
selling, there are 27 additional markets featuring spot commercials. 
Exciting new commercials! More commercial messages than 
ever before! 

Every day your customers are being pre-sold on TV by Swifty 
Flyer. So, when they come in to see you . . . be sure they walk out 
with the P-F Flyers they ask for. Stock a complete range of styles 
and sizes ... because if you’re missing the stock .. . you'll miss 
the sale! 


PF vnave ONLY IN B.EGoodrich AND Hood BRANDS 
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BUSINESS 


NEW ESQUIRE SHOE CARE BAR 


blazes the way to Big New Volume and Profit 


BIG READY-MADE 
MARKET 

Exactly what the public wants! 
Esquire Shoe Care Bar is the 
ideal all-in-1 home shine unit 
your customers have been wait- 
ing for...unlike anything that 
they have ever seen before! 
Big unit sale...$5.95 fitted. 
(Bracket & Cabinet only, $3.95). 


BIG EXCLUSIVE 

FEATURES 

Self-Storage Cabinet attaches 
easily to any wall or door, in any 
room. Holds polishes, brushes, 
cloths. “Swing-Away” Bracket 
—adjustable to any size—folds 
flat without removing. Positive 
key lock keeps bracket firm at 
right shining height; no wiggle! 


Knomark, Inc 


IMPACT 
BIG PROMOTION! 
ON TELEVISION Featured on the 
outstanding “Man in Command” 
T.V. film for Esquire Boot Polish 
over key stations in all markets. 
DISPLAY UNITS that sell on sight 


. . . dramatic, arresting displays 


available for in-store promotions. 


., Brooklyn, N.Y. 


...CASHIN BIG! 


This is how the Esquire approach 
to merchandising gives birth to 
brand new business for you! By 
creating original new items, like 
the exciting Shoe Care Bar... 
by expanding existing business 
... Esquire keeps adding new di- 


mensions to your profit picture! 





RANGE PL LLL. = iN Y 


411 Ae DUTY SHOES 
OE TU?” LUY-—- UWi" 


“The batext , aed in Work Shoes” 


will be Nationally Advertised this Spring* 














pi ‘: telling rag in: 


FARM JOURNAL, SUCCESSFUL we're telling HIM in: 
FARMING, PROGRESSIVE FARMER, TRUE, ARGOSY, POPULAR MECHANICS 
FARMER-STOCKMAN, FARM & RANCH [i AMERICAN LEGION, TRUE DETECTIVE 


WE’RE TELLING YOU RIGHT HERE 
HOW TO BUILD A PROFITABLE WORK SHOE 
BUSINESS IN 1959 


If you sell work shoes . . . if a good percentage of HERE ARE TWO OF THE 


your customers are farm or small town, factory 


worker or suburbanite ... RANGERS national FASTEST MOVING RANGERS 


advertising is good news for you! 


The magazines listed above will be read by more T0 x — 


than 15,000,000 potential work shoe buyers during 
the first six months of 1959. Every Ranger ad will 
be working for you, telling and selling your pros- 
pects on America’s finest work shoes. 


If you are not now stocking Rangers, drop us a 
line and we'll send a representative to show you 
the entire line. Cash in on Rangers in 1959! 


ENDICOTT (A) JOHNSON 


---A FAMOUS FAMILY 
NAME IN SHOES 





by JOHN REILLY 


Editorial 





Shoe Prices and the CPI 


HE chaotic state of the leather market is present- 
ing shoe manufacturers with the worst pricing 
headache in the history of American shoe busi- 
They have no alternative but to pass on to the 
retailer and consumer drastically increased leather costs. 
The prospect that the leather market will level off seems 
very remote, despite the fact that the Department of 
Agriculture’s classification of cattle hides as surplus was 
cancelled out on April 13th. 

Any sobering effect this cancellation may have will be 


ness. 


psychological. At any rate, a similar cancellation of calf 
skins as surplus last July 14th, did little to help the very 
critical calf leather situation. Tanners and shoe manu- 
facturers see little likelihood of relief for the rest of this 
year. Some say relief is at least two years away. Many 
retailers and manufacturers are worried about the impact 
of these increases when consumers come face to face with 
them in September. 

Certainly current shoe prices can be amply justified 
by the increased cost of leather and, to a certain extent, 
increases of other materials. It is equally true that in- 
creased leather prices thus far have realistically reflected 
the precipitous rise which has taken place in hide prices 
during the year. 

This seems an excellent time to remember that the role 
that the consumer will play in determining the price he 
pays for shoes must not be underestimated. Even before 
the retailer has demonstrated his acceptance of increased 
prices, the consumer press is at work telling your cus- 
tomers about the higher prices they will pay for shoes 
in the fall. 

Discussing the complexity of the raw stock market, the 
problem that it presents to tanners and manufacturers, 
and possible repercussions at the consumer level, the 
April 9th Tanners’ Council News states: “In every market 
experiencing the heat of violent change, there is certain 
to be some hot air. Sooner or later the substance of 
underlying fact does make itself felt because the mills 
of supply and demand grind out the answer. No tanner 
can afford to be misled by the hot air of excess or aberra- 
tion. 

“Where will the answer come from, and how does it 
make itself known? /t will show up in the price at which 
goods can move through the chain of supply to the final 
consumer. The answer cannot always be easily or ac- 
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curately anticipated, but common sense and logic can 
make a pretty good stab at distinguishing between fact 
and fiction. . . .” 

Should shoes lead the apparel category in the Bureau 
of Labor Statistics’ Consumer Price Index to a new high 
next September, the industry will become the innocent 
whipping boy of inflation. 

The Index is followed carefully by consumers, con- 
sumer groups, and labor unions. It is the basis for cost of 
living increases in many labor contracts which include 
escalator clauses. Every increase in CPI makes headlines 
in the consumer press. 

The CPI shows that the retail price of shoes increased 
30 per cent in 10 years. This is in direct contradiction 
to the constantly decreasing Average Fact Value of Shoes 
which read $3.72 in 1947 and dropped to $3.55 in 1958. 
These discrepancies between CPI and AFVS are caused, 
in great measure, by the fact that the BLS figures its 
index on a limited sample, less than a dozen types of 
shoes. AFVS, on the other hand, is computed by divid- 
ing value of shipments by pairs shipped. 

SIGNIFICANTLY THE SAMPLE USED BY CPI IS 
PREPONDERANTLY LEATHER FOOTWEAR. Accord- 
ingly, the September ’59 index will place the spotlight on 
shoe prices forced up by the current chaotic leather 
market. 

The following is a sample of increases at wholesale over 
September °58 for several of the types measured in the 
BLS Index: 

@ Men’s and boys’ oxfords in side leather show an 
increase of 2 per cent over last year; in kip they 
are 4 per cent higher. 

Women’s and misses’ oxfords, in side or kip, are 

up 4 per cent. 

Women’s welt pumps in side or kip are 5 per cent 

higher. A cement pump in calf or kip is up 6 per 

cent. 

Women’s California cement or play shoes in side 

or kip show a 1 per cent increase. 

Children’s stitchdown oxfords, in elk are up 244 

per cent. The same shoe in a welt is up 4 per cent. 

A simple Mary Jane black compo pump will show 

a 21% per cent increase. 

Men’s and boys’ work shoes in heavy side leather 
(CONTINUED ON PAGE 74) 
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I New Styles... 
New Styling... 
New, Improved fit! 
from TYER 


TYRON CASCADES — This is the 
high-fashion boot of the Tyron line. 
Its features include Tyer’s new 
Velvetex flocked lining and a tapered 
toe that accommodates current shoe 
~ devs Demi-check pattern in Jet 
Black and Beige. Medium and extra 
high heel heights. 


PPSSA SHOW 
Rooms 335, 338 and 342 
New York Trade Show Building 
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Two Bright New Members of 
the VOR, Vinyl Family 


TYRON TYLITE TYRON FROSH 


The smart new Tyron Tylite features a side zipper for fast, 
easy on-and-off. Tyer made this boot in response to many dealer 
requests for a zip-side Tyron boot ...The trimly-tailored 
Tyron Frosh is sure to be popular with many of your customers. 
Both Tylite and Frosh styles come in Red, Brown, White and Black 
for women, and in Red, Brown and White for misses and children... 
Made by Tyer’s exclusive Plastimold process —Tyron footwear has TYRON DUFLEX— For 


the fit, feel and features of the finest protective footwear. Men and Boys. Bright Black 
finish. Semi-storm cut. Rolled 


edge anti-slip sole. 


Velvetex Lining for Added Ease and Comfort 
Tyron Tylites, Frosh, Cascades and Hi Metro styles are all 
lined with Velvetex — a soft, fabric-like flocking that 
makes them easy to put on and adds warmth and comfort. 


Fit the whole family! Tyer now offers complete lines of rubber, plastic and 
canvas footwear for men, women and children, plus an extensive line of 
sporting footwear and accessories. Write today for illustrated price lists. 


) TY E KR 
TYRON HI METRO — For 
Men, Boys and Youths. Shiny 

Black finish. New Velvetex ANDOVER, MASSACHUSETTS, U 

lining. Heavy duty anti-slip 


sole. 
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50% MORE WEAR! 


New resin impregnation process adds 50% more 
wear to oak sole leather . . . doubles water 


resistance .. . prevents slipping and 


> 
Mt am, Pee fl 


skidding . . . increases flexibility. 


8» 


Feature Armatan—sell more 
men's, women's and 


children's shoes! 


Armatan cuts, works 

and cements easily... 

no rough edges, no tempering or 

deve ccat' mulling needed. Distinctive mahogany 


finish requires only waxing for beautiful appearance. 








... for information on 
display cards and shoe tags! 


WV . ARMOUR LEATHER COMPANY 


NEW YORK ¢ BOSTON © WILLIAMSPORT, PA. © ST. LOUIS © CHICAGO © SHEBOYGAN, WISC. 
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The world’s smartest shoe packages are 
“handled” by 





Carrye Pack Handles give you a unique combination of customer conven- 
ience, packaging elegance and economy unequalled by any other method. 
With custom imprinting, Carry» Pack Handles ‘‘sign’’ your name or blend 
with your package design. Here’s why stores the world over use Carry* Pack 
Handles: * It eliminates expensive custom boxes * It eliminates messy 
strings * It's fast and easy to use * It's beautiful; available in stunning 
colors ...and it SAVES money! 


WRITE FOR FREE SAMPLES OR A 10 DAY TRIAL! No obligation, of course. 


— hk 
we Schiller Park, Illinois 


DISPENSERS ARE LOANED FREE ! 
CARRY+* PACK HANDLES ARE STRONG! 
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CARRYePACK COMPANY,LTD. 
Schiller Park, Illinois 
Canadian Licensee: Top Paper Products 
Limited, Guelph, Ont. BSR-59 
Gentlemen: 

CO Send free, 10 day trial in __ color. 

(C0 Send literature and samples. 

No obligation, of course. 


Name 





Company 





Address 








City 








— fF 


SOLES b 
CAT'S PAW 


New lighter, softer, smarter Rib-Flex soles are riding the rip tide of 


fashion. So easy on the feet, so easy on the eyes... and so easy to sell. 


For samples write: CAT’S PAW RUBBER COMPANY, INC., BALTIMORE 30, MARYLAND 
In Canada: CAT’s PAW-HOLTITE RUBBER COMPANY, LTD., DRUMMONDVILLE, QUEBEC 


Boot and Shoe Recorder 





AICe MUG Trade 





“Teenage fashions have been toting 
the apparel and shoe industry ‘piggy- 
back’ for several seasons,” says JOHN 
W. MORGAN, of Dils Shoe Salon, Dils 
Bros. & Co., Parkersburg, W. Va. 
“Almost nine million young girls have 
become the “take charge” personali- 
ties in every phase of feminine fashion 
from ponytail to pointed toe flats. 

“My business is women’s, teens and 
children’s shoes and, frankly, this teen 
age dynamo is driving us ‘flat-happy.’ 





She is buying almost $173 million 
dollars worth of shoes a year, an aver- 
age of seven pairs per girl—more than 
the potential. She 
wants fruit flats, 
squash heels, little heels and even some 


twice national 


boots, skimmers, 
spiky stilettos. 

“Your greatest chance of matching 
wits with, and obtaining enormous 
dollar shoe sales from Miss Teen Age 
America, is to show her a complete 
and balanced inventory of the shoes 
at the time she 
Choose one or 


she wants to see, 
wants to see them. 
more name brands. Buy them deep 
and buy them wide, for this young 
customer will floor you with her knowl- 
edge and will demand selection and 
diversification. 

“Recognize this as a continuous twelve 
month shoe business . . . not a few 
weeks in August and September.” 

* * * 

“Retailers should become active in 
political parties in order to be heard 


effectively on the political decisions 


that are reshaping the cities in which 
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we live and do business,” said FRED 
LAZARUS, JR., chairman of Fed- 
erated Department Stores, Inc. He 
urged: “Be active in a party yourself. 
Urge the people in your store to do 
so too. Whether you and they are 
Republicans or Democrats doesn’t mat- 
ter. What does matter is that, through 
one party or another, we make our 
voices heard effectively on _ political 
decisions. 

“Those political decisions are chang- 
ing how our customers move about 
and, therefore, where they shop. Politi- 
cal decisions influence the kinds of 
neighborhoods in which our custom- 
ers live and, therefore, what their liv- 
ing standards may be. The recreation 
facilities that our customers have and, 
therefore, their needs 
sometimes depend on 
cisions. So, too, do basic community 


leisure-time 
political de- 
needs like law enforcement and educa- 
tion. 

“I do not urge political activity for 
solely selfish ends, but in the enlight- 
ened self-interest of fostering the kind 
of healthy community that will be 
good for all its citizens and, therefore, 
for us as retailers.” 


* * * 


ADELE C. ELGART, president of 
Association of Buying Offices, says: 
“In the American way of life, we have 
been brought up to discard what is 
out of date. Everything we have or 
use is out of date if there is something 
better to replace it. Obsolescence is 
the by-product of the revolt against 
the status quo when there are ways of 
doing things better. 

“Obsolescence has pulled us forward 
like a magnet pulls bits of steel after 
it. To keep pace with our changing 
moods and activities, we developed a 
multi-billion dollar clothing and ap- 
parel industry. 

“The general pattern has been to in- 
troduce new styles in clothes through 
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the upper price levels and then let the 
accepted fashion find its way down to 
the popular priced brackets where it 
became the fashion for mass America. 
“The process is now changing—be- 
cause the lower price manufacturers 





go to Europe, bring back the outstand- 
ing models and produce line-for-line 
copies at the lower price levels before 
the higher-priced houses can develop 
their duplicate sample. 

“Actually, this dizzying descent of ad- 
vanced new fashions into the popular- 
priced zone is unhealthy for the in- 
dustry as a whole, because experi- 
mental ideas no longer have the time 
to be worked over and perfected, be- 
fore they are passé. 

“Just as the supersonic pace of fashion 
changes requires a new approach, so 
does the of retail 


competition require a new philosophy 


accelerated pace 


of retail distribution . . . from plant 
to management. 

“Progressive retailing demands ever- 
lasting movement, constant explora- 
tion and forever hunting in the world 
markets for things which will bring a 
better life to the people served.” 

* * a 

“A store’s image is the reflection of 
its personality in the minds of its cus- 
tomers,” says E. DAVIS McCUTCH- 
ON, sales promotion manager for 


D. H. Holmes & Company of New 


Orleans. “An image is the subcon- 
scious reaction that a customer has 


to everything that a store does,” he 
continued . . . “its advertising, dis- 
plays, housekeeping. type of merchan- 
dise it carries and, most particularly. 
the way its employees perform their 
duties. A good image is not created 


overnight—though a bad one could 








4| 











be. It is the result of years .. . even 
generations . . . of effort. 
“What have we done at Holmes to 
build the image over the years, since 
our store was founded in 1842? We 
have continued to follow the sound 
and basic principles of store keeping 
instituted by Daniel Henry Holmes 
117 years ago. He started the image 
that is reflected in the Holmes of to- 
day. It was he who said: ‘Sell to 
others as you would buy for yourself.’ 
He found out what his customers 
wanted and gave it to them in mer- 
chandise and in service 
“Today, in our store, we feel that our 
employees are our greatest asset. 
Holmes is an independently owned 
store and one out of every three em- 
ployees is a stockholder. They have a 
personal interest in ‘their’ store—an 
interest that is reflected in their daily 
contacts. 
“The store that succeeds best is the 
store that is worthy of public trust, 
always conscious of its customers’ 
needs and desires and always think- 
ing and planning to be greater tomor- 
row than it is today. The store that 
best measures up to this trust is the 
store that has developed a good image 
in the public mind from its inception 
to its fulfillment. This, we believe, is 
the true builder of the image.” 

* . . 
“You've got to wear fashion your- 
self, if you expect to sell it,” says 
JOHN A. WALLACE, manager of 
Wallace’s Family Shoe Store in the 
Woodlawn Shopping Center, Littleton, 
Colo. “It’s much easier to sell a man 
new fashion shoes if you're dressed 
well yourself and wearing the latest 
patterns. The male customer seems 
to get renewed confidence in a shoe 
with high style, if he sees it on the 
salesman’s foot.” 
Women, too can be an influence. It 
may be a good idea to show the new 
styles in men’s shoes to the women, 
when they are buying shoes for them- 
selves. “This little extra effort,” says 
Mr. Wallace, “generally makes the 
woman more aware of men’s foot- 
wear . . . often resulting in her leading 
the male contingent of her family 
to the shoe store to buy new shoes.” 
She knows current fashions and can 
make helpful suggestions. 
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Profile .... 


by ESTELLE G. ANDERSON 





RUBIN ADLER 


HAT Tiffany is to the jewelry field, that’s what Delman is to the 

shoe field. And it isn’t because the parent company happens to 

be the same for both. Rather, it is a matter of earning a reputa- 
tion for quality merchandise and service, both here and abroad; and 
zealously maintaining it. 

Delman’s main salon is at 754 Fifth Avenue in New York City—where 
the elite meet to shop. It’s a gem of a location—59th Street, Fifth Avenue, 
Central Park; and it is the crux of the uptown shopping area. Statistics 
have proved that there are as many as a million “floating” visitors in 
New York each day and it is a safe bet that many of them gravitate to 
Bergdorf-Goodman for their clothes and to Delman’s for their shoes. The 
magic of the New York label has lost none of its impact. 

This main salon, which is located on the street floor of Bergdorf- 
Goodman, is spacious, attractive, elegant and fashionable. There is a 
stock room that easily accommodates 32,000 pairs of shoes. Delman’s 
carries the largest, most comprehensive evening shoe stock in the world 
and, retail-wise, they do the largest selling job. 

Rounding out the corporate picture, there are ten Delman retail units 
(leased or factory operated stores) across the country . . . to California 
on the west coast and Florida in the south. In addition, there are forty-five 
agencies. These are actually retailers who buy Delman shoes . . . imprint 
their own brand name . . . but advertising and promotions emphasize that 
they are Delman shoes. Last, but vitally important, is the plant at 345 
Hudson Street in New York City, where all the Delman shoes are manu- 
factured. 

You would think, therefore, that this sizable, extensive operation would 
need top management that is old and experienced. They are experienced 
all right; but they are not old. In fact, it is a young, experienced group . . . 
flexible, eager, earnest . . . that gets things done. There is a willingness 
to cooperate and share ideas that is reflected in the over-all esprit from 
Genesco (the “progressive” parent that allows autonomous operation . . . 
indicates the rules but does not limit nor restrain) all the way to the 

(CONTINUED ON PAGE 68) 
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Many promotional features prominent in men’s fall and winter foot- 
wear are seen in this genuine moccasin two-eyelet raglan blucher in 
soft brown textured leather. Black laces and black inked soles contrast 
smartly with the monotone brown upper leather, paralleling the current 
“brown with black” men’s promotion. The square toed last and squared 
off edge trim in our Pattern Portrait take advantage of the growing pro- 
motional popularity of this feature. Too, the hand sewn foreparts. 
tapered heel, soft textured leather in distinctly “brown” brown hue, and 
the flexibility of the shoe are highly promotable features. Descendant 
of a distinguished forebear, our Pattern Portrait is of the same root style 
that brought the moccasin to prominence for street wear, and to the 
volume enjoyed by this style today. Product of G. H. Bass & Company. 











Left to right: Cor- 
duroy rain boot, 
by Bata; vinyl 
boot with warm 
lining, hidden side 
zipper, a Tyron 
Tylite; warmly 
lined light weight 
fabric boot, by 
Hood and B. F. 
Goodrich Rubber 
Co.; Eskiloo 
“Blanket - Cuff,” 
over-the-sock, all- 
weather, washable 
fabric boot, by 
United States Rub- 
ber Co. 


by ELEANOR M. RUTTY 


Top left, reading clockwise: 
Child's boot in “safety yel- 
low,” by Servus; thermal 
boot of pure rubber, wide 
open top, wrap around sole, 
by Totes; “Sno-Peek” boot 
with moiré design and suede 
finish lining, by Converse; 
“Frosty,” overshoe boot, 
warmly lined, shearling in- 
side top band, by La Crosse; 
Plasti-Kix gaiter, suede-fin- 
ished lining, by Endicott 
Johnson; pure rubber com- 
pression-molded child's slim- 
toed overshoe, by Tingley. 


Below, left to right: Paisley 
velvet boot, fleece-lined, 
water-repellent, a Red Ball 
by Ball-Band; light weight 
nylon boot with fur collar, 
by Cambridge; warm fur- 
topped boot in new check 
fabric, a Bristolite by Bristol. 





Every Season 


Has 
Its Boot 


For winter weather there are water- 
repellent, lined boots. For fall and 


spring, light weight rubber, sturdy 
plastic or fabric boots meet the season’ s 
needs. And for summer there are dainty 
transparent plastic boots, pretty to 
wear with light, gay summer raincoats. 


ROTECTIVE boots for every season of the year 

are being made by leading manufacturers and 

we cannot speak too highly of the job they are 
doing. With each new season more styles and types 
are introduced so that it is now possible for women, 
children and men, too, to think in terms of a ward- 
robe of protective boots to wear for different occasions 
and in different seasons. Design thinking has broad- 
ened, too, to include styles that appeal to the special 
tastes of teen-agers. These style-conscious girls are in 
a class by themselves, as the ready-to-wear and shoe 
industries recognize. They have very definite ideas of 
the styles that they want and, important point, they 
are allowed, in most families today, to have the de- 
ciding voice in what clothes they wear. 

So important is this group to the retail store, that 
one rubber company has gone all out for the teen-age 
girl by introducing a whole line of boots specially 
designed for these fashion-conscious young people. 
Made with pointed toes and fitting over the favorite 
flat heel shoes, the boots are lined for warmth and 
made in gay upper fabrics. 

Fabric boots for all ages have, in fact, widened the 
scope of protective boots by introducing lighter weights 
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Pretty summer raincoats and matching print umbrellas, 
featured at Saks Fifth Avenue. 


and giving wider ranges of colors. When these are 
put into boots that are washable throughout, another 
selling factor is added. The addition of such water- 
repellent materials—whether in a cotton or a synthetic 
yarn—has made possible lighter weight types which are 
entirely adequate for wear in all but heavy storms. 

(CONTINUED ON PAGE 74) 


Below, left to right: plastic boot with tapered toe, avail- 
able on three heels, by Plastix Footwear Corporation; 
floral pattern and fitted heel, news in plastic boot 
available on three heels—a Lucky Rain Dear; nylon 
tricot boot with automatic side fastener and high protec- 
tive front, “Nylon Hemline” by Beacon Falls. 


Bare 


4 





4 
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Representatives of the shoe manufacturing concerns do the actual fitting of 
shoes before they are issued to the children. Accurate and careful fitting are 


vital to conclusive test results. 


HE You-Help-Us-We'll-Help-You theory is work- 

ing out well for St. Louis manufacturers who 

are using local orphanages as proving grounds 
for their children’s footwear. 

The arrangement is of mutual benefit. Groups of 
youngsters at the orphanages are kept supplied year 
round with one of their most constant needs—new 
shoes. On the other hand, producers’ research and 
development departments are kept supplied year round 


When this little girl has been properly fitted, her 
name will be put on the coded shoe box for 
identification purposes. After the duration of the 
wear test, her shoes will be returned to Inter- 
national Shoe Company in her name-marked box. 


by VIRGINIA MARSHALL 


with one of their most constant needs—actual wear 


testing and fit testing. 

It’s a different problem as far as adult pairs are con- 
cerned. Office and factory personnel give manufac- 
turers a pool of foot types and sizes on which to run 
tests. From time to time their children, too, are singled 
out to act as guinea pigs for their parent’s companies. 
But spokesmen from both International Shoe Company 
and Brown Shoe Company agree that using groups of 
children from orphanages gives most interesting, in- 
formative and valuable test studies. 

In an orphanage, all types of feet show up, chubby, 
thin, wide, narrow, short-toed, long-toed. All types of 
kids are included also, from the ultra-active to the 
ultra-shy and reserved. Orphanage play yards are 
mostly made of hard-surfaced materials that don’t 
pamper shoes. The children play the same games, run 
the same routes, swing in the same swings. For this 
reason, wear testing on an orphanage group has the 
benefit of giving manufacturers a controlled test meth- 
od, one that holds unique value to their research staffs. 

“Let’s say that someone comes up with a material 
he considers superior to the one we are using,” 
Russ Ward, juvenile stylist for International Shoe 
Company. “How can we possibly find out whether the 
proposed material is better unless we actually try it? 


says 


We make up a complete size run our way, and a com- 
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There are all types of feet in an orphan- 
age and orphanage play yards don’t 
pamper shoes. The children get free 
shoes and careful fitting in exchange 
for their wear tests for manufacturers. 


plete size run his way. Then we cross-mate the shoes 
so that each child will get a pair of shoes which 
matches in appearance, but which contains both ma- 
terials under scrutiny.” 

“The children at the orphanage are carefully fitted 
with the shoes. As each pair is given out, the name of 
the child is written on the box, which has been previ- 
ously coded with complete materials information. We 
ask that the orphanage director let the youngsters wear 
the shoes for a specific period, say one month, and, at 
the end of that time, to collect the shoes and put each 
child’s pair back in the box that has his or her name 
on it. When we spread the returned pairs out on a 
conference table for examination, the better of the two 
products under test is quickly and readily apparent.” 

“Occasionally a pair is returned which shows little 
or no signs of wear to either foot, which means that 
the child probably spent two weeks in bed with the 
measles or had his tonsils out!” Mr. Ward observed. 

The orphanage testing method has many things in 
its favor besides testing of new products and materials. 
International Shoe Company has found in the many, 
many years it has been using the system. New lasts 
are experimented with, not only for fitting qualities, 
but also to see how the shoe on the new last breaks 
under wear, as against the same pattern over the old 
last. “We get a constant check, too, on our own com- 
pany-made materials and leathers, not only on ma- 
terials supplied to us by other firms.” 

International’s work table where “worn” shoes were 
spread out for examination told a hundred stories of 
playing touch footbali, jumping rope, and dilly-dally- 
ing on the way up to bed. But the shoes told wear 
stories, too. One group of boys’ brown moc front 
blucher oxfords reported that one sole material was 
durable, one was much less so. A batch of non-seuft 
toe pairs reported that the non-scuff material was effec- 
tive. For one group of girls’ brown and white saddle 
oxfords, International had bought identical-appearing 
pairs of saddle oxfords produced by rival firms and 
cross-mated them with International-made pairs. Re- 
sults of this test gave International’s research team 
conclusive information on. comparative wear, both to 
uppers and to soles. 

On the other side of the table, a group of pre-teens 
black flat skimmers uncovered a heel application weak- 
ness which made the pattern not up to International 
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Orphanage groups provide a variety of types of 
feet on which to try out new lasts. Fitting con- 
ditions closely approximate those found in the 
usual children’s shoe store or department. 


standards. One section of little girls’ black nylon vel- 
vet half saddles demonstrated the wearing qualities of 
the velvet under active wear testing. It was interesting 
to note that the shoes were returned “as is”, not 
polished or brushed or slicked up for their trip back 

home to International’s St. Louis headquarters. 
The firm uses three orphanages, St. Vincent’s Ger- 
man Orphan Home, Lutheran Orpan’s Home, and the 
(CONTINUED ON PAGE 66) 





Children’s shoes are subjected to the same beat- 
ing here at St. Vincent’s German Orphan Home 
in suburban St. Louis as they are on the feet of 
the average active busy child anywhere in the 
United States. 





Toes. Heels. 


Soles... 
News at Bologna 


In women’s shoes rounded and squared, flat-topped 
lasts, new metal heels and hand-painted soles; in 
men’s shoes less pointed toes and some lightweight 


soles matched to uppers features of show 


by RONALD B. WATERS 


Mr. Waters studies sensational heel-less style 
with leather-covered spur support, by Ferrario. 


Squared-off toe and walled sides for instep strap in 

gray touched with black, by Ciro Marino of Bologna. 
TALY’S fashioncraft steered a new course at the Bologna 
Shoe Show with the toe getting wider and decor accent- 
ing Chippendale and chip-proof heels. 

At least a dozen top Italian shoemakers have chopped off 
the elongated toe. They have produced what they call the 
“Spezzata” line, and it is being promoted by Bruno Cavalli. 

Aimed to give comfort as well as sophistication, this last 
has a distinctly rounded and flat-topped toe from which the 
line is traced elegantly along raised (%4 inch) wall-effect sides 
to the slim, tapered heel. It is in a new line of pelican toe, 
coffin toe and slim-backed woods by Marzocchi. 

The pelican toe has a planed down beak treatment. On an 
elongated last it is tapered to a square one inch tip. It is 
featured by Clema, Girotti & Bellini and the Bologna de- 
signer, Ciro Marino, with geometric vamp trimmings in self 
leather. 

The Chippendale heel, carved with the contour of a rococo 
table leg, was introduced by Giovanni Autieri of Naples in 
a range for Italian dress houses. This 32/8 spike carries a 
sort of Bologna balcony—a bulging center sculptured with 
Renaissance markings. 

Autieri showed one version that had a chain interlaced 

{CONTINUED ON PAGE 64) 


Casual with braided trim, in brown matte calf, by News in the gold metal flanged heel fitting under the sole, 
Renato Pignataro. by Umberto Grillo of Rome. 





The Saturday Evening 


NOW WEADD PQQ HE -»> LIFE 


TO HELP YOU SELL TINGLEY RUBBERS AND BOOTS 





In PARENTS' MAGAZINE, in twelve farm maga- 
zines, and now in THE SATURDAY EVENING POST and 
LIFE magazine, Tingley advertising will be seen by more _ There's a Tingley Distributor near 


than 15,000,000 families. Ang If you don't know him, write 


The popularity of Tingley Rubbers and Boots has 
doubled during the past two years. Get your share of 
this growing business. You can fit more shoes better puyuBBER CORPORATION 
with 1/3 the inventory. You make more money, too! reece panera nmRNToREEREEE 
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by SEYMOUR HELFANT 
Manager, Smaller Stores Division, N.R.M.A. 


Why Customers Resist 


The customer wants to be sure she is buying the right shoes. She will 


resist any attempt to force her into a purchase she is not satisfied with. 


T is wonderful when the customer makes a pur- 

chase without creating obstacles for the sales- 

person. Unfortunately, that is not always the case. 
The average customer wants to be convinced that she 
is buying the correct pair of shoes. She wants to be 
sure that they will serve her purpose, fit properly and 
look good and that they are priced correctly. She will 
resist any attempt to force her into buying shoes if she 
has the remotest idea that they will not serve the pur- 
pose she is buying them for. 

It is only natural for the customer to offer sales 
resistance when she is a stranger in the store, or when 
confidence is lacking in the relationship between the 
salesperson and customer. Not all salespeople give the 
impression that they are looking out for the best inter- 
ests of the customer. The customer can usually sense 
this and builds an artificial wall around herself that is 
her protection against the sales chatter of the shoe- 
man. It is her way of resisting the usual reasons for 
making a purchase. She now wants to be “sold” on the 
shoes. A much better job can be expected from the 
salesperson who is well informed about the shoes he 
is selling in relation to the customer’s feet and other 
requirements. Only then will he be able to convince 
the customer that the shoes will fit her needs and, at 
the same time, create confidence in himself and the 
store. When salespeople have difficulty in “selling” a 
customer, the customer usually knows it and will ask 
endless questions about the shoes that must be answered 
satisfactorily before their purchase will be considered. 
Numerous objections will be raised that must be over- 
come before the sale has any chance of being closed. 

Even when the customer is convinced that she wants 
the shoes, she may still object. For example, she 
might want a good walking shoe but not be sure of 
the type. She could wear a pump or an oxford. The 
question then becomes—which one will give the best 
service and be most comfortable? Or it might even 
become a matter of choosing between a wedgee and 
a separate 14/8 heel. The salesperson must definitely 
make the customer feel that she is purchasing the 
correct shoe. 
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Proper assistance from the salesperson will not only 
help in making a decision but will also tend to over- 
come further resistance from the customer. A con- 
vincing manner and ability to handle himself properly, 
plus authentic information, can help the salesman con- 
clude a sale quickly. 

The salesperson must be in a position to bring out 
the points that will impress the customer and con- 
vince her that the shoes will completely fill her needs 
and will also have something “plus” that cannot be 
found elsewhere. 

Resistance that stems from erroneous beliefs is a 
great cause of annoyance for the salesperson. The 
sales clerk must assure the customer that it is all right 
to wear suede shoes during warm weather, as well 
as at colder times of the year, in spite of a pre-war 
misconception that suede was only worn during the 
winter. It takes a good deal of convincing and explain- 
ing to overcome this kind of objection. 

If the salesperson does not convince the customer 
that the shoes are just right, that the price is right, 
and that the shoes will fit properly, he will encoun- 
ter continuing sales resistance. He may not only be 
forced to spend an unusually long time with the cus- 
tomer, but may even: find himself losing the sale. 

Shoes are generally an unknown item to the cus- 
tomer. She usually knows less about a pair of shoes 
than about an automobile. Consequently, only a well- 
informed salesperson with a convincing sales talk can 
overcome her distrust. 

Resistance will also be encountered when the cus- 
tomer does not have enough money to pay for the 
shoes or when she feels that the price of the shoes is 
too high. This will usually not be admitted openly. 
However, it will be the cause of camouflaged objec- 
tions hiding the real reason. This resistance is espe- 
cially hard to deal with, because, no matter how capa- 
ble the salesperson may be, it does not give him the 
opportunity of presenting the correct arguments. He 
does not have any inkling of the real reasons for the 


objections. 
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SALES TRAINING SERIES 





the Salestalk .. . 




















Even though the customer says she is just looking, the salesperson should 
make a convincing salestalk so that the customer will ultimately buy from him. 


Customers also like to raise a long list of objections 
when they are merely shopping for shoes, without 
knowing what they want, or if they do know what they 
want, are not prepared to make a purchase. They 
usually waste a great deal of the salesperson’s time. 
Even though the customer says that she is just looking, 
the good salesperson will make a convincing sales 
talk so that the customer will ultimately make her 
purchase from him. Too many salespeople look for 
the immediate sale, without giving any thought to the 
projected picture. This customer is eventually going 
to buy a pair of shoes—why shouldn’t it be from you? 
Never feel that you are wasting your time when a 
customer is just looking. This is an excellent oppor- 
tunity to show that you are interested in her problems 
and are anxious to help her. She will appreciate it 
because so few salespeople are helpful when they know 
that a customer is just looking. This will probably 
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result in a future sale because an impressed customer 
will usually return when she has been treated courte- 
ously and helpfully. 

The salesperson should become acquainted with all 
possible objections that a customer may confront him 
with and then be prepared with a quick answer to 
overcome the objections. The answers should not be 
stereotyped because different individuals require dif- 
ferent types of replies. However, no matter what the 
answer is, it must be given without any hesitation. 
Thus, it will appear to come from an expert. Only a 
quick and ready response will convince the cus- 
tomer. 

Constant interest in the thinking processes of the 
customer, as well as an understanding of human na- 
ture, will make the salesperson successful. An extro- 
vert, with a good merchandise information —back- 
ground can’t miss. 





Another convincing example 
of the value of advertising in 
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You, too, can cash in on the 
expanding shoe market business 
through a planned advertising 
program in the publication that 
goes to the firms you can sell... 
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March 9, 1959 


Mr. E, B. Terhune, J?., Publisher 
Boot & Shoe Recorder 
Philadelphia, Pennsylvania 


Dear Mr. Terhune: 


advertisement announ 
Sixty Stri-King Bowling Shoes, 


On behalf of our client as well as this agency, 

please rest @ssured that Boot & Shoe Recorder will 
remain "'top choice! in media seiection when 
Considering the Promotion of other lines manufactured 
by the Great Lakes Shoe Company, 


Sincerely yours, 


kllcne tte), 


Blaine §, Williams 
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by STEVE STILL 
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The Charles Kushins Co. has expanded twice, spreading 
from one building into two. Floor area is now 10,000 
square feet. The additions have given the store regular 


display windows on both sides of the two entrances, 
plus six shadow boxes on one street and three more 
shadow boxes and two windows on the other street. 


The Largest One Floor 


HE CHARLES KUSHINS 
Co.’s departmentalized shoe 
store in Oakland, Calif., has 
vaulted into the top 15 among the 
nation’s independent operators in 
total sales. Annual sales have topped 
$1,000,000. 
During a quarter of a century, 
Charles Kushins, 


president, and 


Arthur E. Weston, executive vice 
president, guided the 
through a series of expansions into 
what they believe to be one of the 
nation’s largest one floor operations. 

At the start, the store had 30 foot 
frontage at 1915 Broadway. In 1945, 
another 30 feet was added and in 
1950, still another 40 feet. In carry- 


have store 


the 
spread from one buildinginto two. 
The segregation of departments was 
facilitated by using the interior walls. 
The depth ranges from 100 to 120 
10,000 


ing out the expansion, store 


feet, providing more than 
square feet of space. 

The additions have given the store 
regular display windows on both sides 
of the two entrances, plus six shadow 
box windows on Broadway. Three 
more shadow boxes and two large 
windows face 19th St. 

Five departments are on one floor. 
They are the Casual Corner, Chil- 
dren’s, Classic Fashion Shop and 
Main Salon and the handbag and 
hosiery department. The 
convenient to the Casual Corner and 
the Main Salon to coordinate sales 
with shoe fashions. 


latter is 


The Casual Corner handles casual 


shoes, sports wear, slippers and dressy 
flats. “It is fundamentally for young 
Americans who prefer the lower heel 


styles,” says Weston. 
The Classic Fashion Shop is de- 


signed for the woman who needs more 


Knotty pine finish, wine-colored car- 
pet and wine-colored seats distinguish 
the men’s and older boys’ section. 
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Space and light present an inviting 

prospect in the Casual Corner depart- 

ment. Chairs are yellow, the wood 

blonde and the carpeting green. 
specialized fitting and prefers modern 
but more conservative styles. 

Downstairs from the Main Salon is 
the men’s and older boys’ section, plus 
reserve storage room which adds an- 
other 10,000 square feet to the store’s 
space. 

Cashiers’ stands are located just in- 
side the store’s two entrances, which 
lead into the Casual Corner and the 
Main Salon. After completing a sale, 
the salesman turns over the tag and 
shoes at one of the two counters. The 
clerk follows through with suggestions 
for accessory purchases. 

All of the departments give the im- 
pression ot roominess because chairs 

(CONTINUED ON PAGE 70) 


Operationin theCountry -... 


Growth to more than $1,000,000 annual volume attributed 
to personalized service and a complete depth of size ranges. 


\ 


Kushins’ Main Salon. The walls are yellow, the paper pastel, back to back in the center and against both walls, giving an 
the carpet gray-blue and the wood blonde. Chairs are placed impression of space. 
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AMERICA’S SMARTEST STORMWEATHER FOOTWEAR LINE 


CHICAGO 


Raincharmers 


«ll by Basta 


BOSTON 
Ag 


FBcatca SHOE COMPANY 


BELCAMP, MARYLAND 
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Chicago Shoe Selling 
Gets “Second Wind” 


CHICAGO shoe business has 
caught its second wind. Spring shoes 
are still selling well, but, spurred by 
a sprinkling of warm days, summer 
types are also moving. 

Over-all reports show that most 
retailers are well ahead of a year 
ago. It is conceded that comparisons 
are on the basis of poor 1958 figures. 
However, the improvement continues 
to be gradual. Increases range from 
3 to 8 per cent, with 4 per cent con- 
sidered a good average. 

Outlying stores and shopping cen- 
ters have done somewhat better than 
the downtown stores. Inventories are 
higher than they have been for some 
time. However, the price situation 
being what it is, this is considered 
an advantage at this point. It also 
means that factory deliveries have 
improved. 

Patent continues as a top seller. 
Although it is now a year-round 
seller, it is expected to run its course 
for volume by mid-May. Summer 
types have had a good early sampl- 
ing and are selling at a good rate. 
Some whites have sold, which indi- 
cates that this may be a good white 
season for a change. There has also 
been activity in pastels, in pig skins, 
meshes and in straws. 

Marshall Field & Company has 
taken a lead in early summer shoe 
promotions under the heading, 
“Summer in Sight.” These have in- 
cluded whites, pigskins, meshes, and 
pastels. One promotion was devoted 
completely to pumps in every heel 
height. 

Mail order houses always get a 
larger early sampling than direct re- 
tail stores. Business at this medium 
has also been excellent. Indications 
point to the best straw season in 
some time, and also to outstanding 
canvas sales. The bones, vanillas, and 
whites, have all done well. Pink and 
blue are volume and almost always 
combined with sale of matching bag. 
Indigo blue appears to be a good high 
color. 

Pumps continue dominant, but only 
when opened up. There is more and 
more interest in open toe patterns 
and in sling backs. The latter is ex- 
pected to be of fashion importance 
for fall and should return to vol- 
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ume by Spring 1960. 

Summer promotions will carry well 
through June. Loop stores are expect- 
ing extra business stimulus this 
summer due to events connected with 
the official opening of the St. Law- 
rence Seaway. The International 
Trade Fair and the Pan American 
Games are expected to bring thous- 
ands of visitors to the city and the 
downtown area. 


Whites Dominate Miami 
Shoe Selling Scene 
WHITE, as almost always this 
time of year, is far out in front in 
shoe sales for Miamians. The con- 
tinually popular bone is dropping in 





All Boyd's Stores Open Thursday Night 


BOYD'S 


Downtown - Crestwood - Clayton 


Only at Boyd's... famed 
THREADNEEDLE STREET Shoes 











The straight tip bal is returning to styl- 
ing favor after being eclipsed by the 
long Continental trend. St. Louis (2 cols). 


popularity in some stores but a few 
of the brilliant colors such as tan- 
gerine with fabrics dyed to match 
still selling strong. 

Pastels are diminishing with the 
approach of warmer weather which 
always causes an increase in casuals 
in this area. Patents have slowed 
up a bit; black patents still lead in 
that field. 

While high fashioned shoe salons 
continue to sell the needle toe, the 
more moderate shops’ customers are 
demanding a more modified toe. 
Some merchants go so far as to say 
the extreme toe may be on its way 
out. 

Open slings have a strong demand 
with straw slides and flats in white 
and beige increasing in importance. 
Screaming primary shades such as 
reds, yellows and blues have taken 
the most severe dip in some time. 

Mothers are hoping it will be 
easier to make youngsters put on 
sandals after their swim or bath 
with a new style Mrs. Philip Rudine 
of Miami Beach has invented. They 
are transparent, unbreakable acetate 
plastic with their own swimming 
pools inside. 

3obbing around in the clear liquid 
are brightly colored plastic turtles, 
fish balls and cubes. Corrugated soles 
make the clogs slip proof and the 
liquid inside is mineral oil which 
doesn’t deteriorate, evaporate or 
freeze. The seams are chemically 
fused to prevent leakage. A pliable 
plastic band holds the clogs in place. 

The extreme low or high heel is 
losing its appeal in this area. Com- 
fort begins to win over fashion when 
the weather gets warmer. The thin 
middle heel becomes the compromise. 


Summer Types Show 
Early Strength at Boston 


MESH shoes and flats, the latter 
in a wide range of colors, are sell- 
ing early this year in Boston’s re- 
tail stores. So, too, are whites, al- 
though not in real volume. 

The suspicion is growing that 
women shoppers, by buying now, 
hope to get in ahead of impending 
general price increases. These have 
been widely publicized in the city’s 
newspapers and may account for 
the current demand for summer 

(CONTINUED ON NEXT PAGE) 
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shoes before the arrival of really 
warm weather. On the other hand, 
spotty increases already in effect 
have met with no price resistance, 
it is reported. 

Retailers certainly are not an- 
noyed by the upward trend in sales 
although some are beginning to 
wonder what is going to happen 
after this early demand has been 
satisfied. They’re asking whether 
any let-down which occurs may per- 
haps carry over into the early fall 
season. No one has any idea at the 
moment. 


The Miss Antell shop, part of the 
Joseph Antell store at Zero New- 
bury Street, reports good success 
with a promotion of eight styleful 
flats. One was multicolored—red, 
white and blue. Another came in 
black or navy calf with red trim, 
and a third in rust-colored suede 
trimmed with smooth calf of the 
same color. Other colors offered, 
although not in all styles, were red 
and bone. Italian imports in the 
main store included three high style 
pumps in black, brown, navy and 
rose. These were of calf leather. 

Typical of the reportedly success- 
ful promotions of mesh types was 
that of the Jordan Marsh basement 
store. Two styles were offered: an 
open toe pump and an open toe 
three-eyelet oxford. The former 
came in three combinations: black 
mesh with patent trim; navy mesh 
with smooth navy trim; and natural 
mesh with beige trim. The oxford 
could be had in black mesh trimmed 
with patent, or in navy mesh with 
smooth navy trim. 

Another mesh shoe promotion was 
that of the high grade Charles Sum- 
ner store in the Back Bay shopping 
district. One was black nylon mesh 
trimmed with heavy black silk. The 
second was white mesh trimmed 
with white luster calf. 

Women’s shoes of punched pig 
were offered by two retailers, the 
Thayer McNeil Company and Fi- 
lene’s, both in the downtown shop- 
ping section. Promoted at the 
former store was a five-eyelet ox- 
ford in flax color or in white. The 
latter advertised two pumps, one 
with a bow at the throat; the other 
with high riding vamp. Both came 
in the same color, a slightly yel- 
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lowed bone shade. 

Sueded pigskin spectator pumps 
were said to have sold well at the 
Back Bay store of Bonwit Teller. 
These carried stacked leather heels. 


St. Louis Sellers Delighted 
By High Spring Volume 

THE good volume which keynoted 
March selling in St. Louis carried 
strongly through the month of April, 
to the delight of all shoe men. 

In discussing seasonal! plans 
months ago, many merchants here 
indicated that they would not let the 
“ball” drop after Easter, but would 
follow through unwaveringly until 
June 1, in an attempt to keep spring 
selling in this city a continuing 
thing, not just a one-shot Easter- 
week deal. 

Combined March and April figures 
ran ahead for most dealers. Gains 
for aggressive outlets exceeded ten 
per cent in many cases. 

The bulk of women’s dress shoe 
buying has been in closed black 
patent pumps, gold-tone trim, 23/8 
heels; closed bone calf pumps, mid 
heel, feminine vamp detail; lustre 
calf pumps in white, coral, cream, 
pink and muted green. Cooler than 
normal weather, dealers report, has 
kept closed pumps to the fore. The 
push on open shoes and sandalized 
types is expected to be heavy about 
May 1. 

White dress shoes are being han- 





*» Caressa 
Litte Heels 


2200 chwarts 
Almost ordinary, this ad achieves visual- 
impact through the unpretentious sprig 


of roses at center. Nashville (3 cols.) 


dled and fondled longingly by cus- 
tomers, but they are not moving in 
volume yet. One group of white pat- 
terns displayed on a modernistic 
open shelving rack at Stix Baer & 
Fuller’s Westroads store rated extra 
attention. Customers in fitting chairs 
found themselves looking at the 
white shoes against a sea of summer 
pastel frocks in the adjacent store 
department. 

White string-bow spectators, with 
tip and heel of black patent, blue or 
black calf, are slated for good vol- 
ume in the $12.95 to $14.95 bracket, 
early sales indicate. 

Only a few scattered price-slash- 
ings on women’s shoes have been 
noted, and these were primarily on 
top grade high styled pairs. Sale 
groups included some bright hued 
huliday shoes, cruise types and 
pumps made of formal and metallic 
materials. 

In women’s casuals and walking 
shoes, unlined punched pig, white 
and bone, are top sellers. Pink, green 
and coral leather playshoes and flats 
are getting the nod over white or 
black pairs. Looking gay everywhere 
—and selling just as gaily—are 
women’s and misses’ rubber-soled 
canvas playshoes. 

Suburban dealers are screaming 
over the T-strap playshoe patterns, 
however. They are finding consumer 
resistance to them. Main objection: 
the sun worshiping female—and 
in St. Louis what woman isn’t—gets 
a white T-mark on her brown instep 
——a “caste mark” when she switches 
to dressy pumps. Best selling canvas 
patterns are low cut skimmers, which 
expose maximum amount of foot to 
the sun’s rays. Black canvas with 
white ribbed crepe sole and plastic 
string bow is a current favored 
choice. Floral printed canvas pairs 
and their matching handbags are 
moving steadily in the county stores. 

Children’s canvas shoes are going 
well again after a reported around- 
Easter lull. Dark multi-colored plaid 
oxfords are selling well for pre- 
school boys and girls, along with 
solid red canvas single strap pat- 
terns for little girls. High school 
girls are still favoring the plain 
white tennis shoes they bought quan- 
tities of last fall and wore to school 
on balmy days all winter. High 
school boys are settling for black 
and white saddle oxfords, red rubber 
soles. 

(CONTINUED ON PAGE 60) 
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Style 2051 Style 7907 
Bisck Block 


Style 7908 
Deep Brown 


Name the men’s and boys’ styles and types you need for maximum sales. Yorktown’s 
big 5-in-1 in-stock line brings them to you — in full size coverage from one source — 


concentrated in the volume-selling middle market where their value leadership has 
been recognized for over 3 generations. 





Advertised in 
LIFE and ESQUIRE 
FIVE GREAT IN-STOCK LINES FROM ONE SOURCE 
inant values at 
lete men's Style coverage .- - dominan 
: $10.95-$15.95 retail .. . some styles higher. 


e@ Air-Tred air-cushion shock-absorber shoes at 
$13.95-$14.95 retail. 


@ Cushion covered insole shoes at $13.95 retail. 


@ Boys’ shoes made with men’s shoe superiorities at 
$8.95-$9.95 retail. 


hte FOR MEN AND B Y 
@ Pueblos hand-sewn true mocs finest in their price range ors 
at $10.95-$11.95 retail. 








Three Generations of Fine Shoemaking 


Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC., MAIN OFFICE, FACTORY AND IN- 
NEW YORK SALE 


STOCK DEPARTMENT, GARDINER, MAINE 
FAR WESTERN DISTRIBUTORS: 


S OFFICE: Marbridge Bldg., 47 W. 34th Street 


Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles Street, Los Angeles 
May I, 1959 
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Shoe Retailing Remains 
Steady at Los Angeles 

SHOE business in Los Angeles 
isn’t booming but it is solid and 
good steady selling is under way in 
almost all localities. 

For some reason sales are already 
being pushed. One local firm is pro- 
moting, in half-page ads, “You 
Asked For It ... We Have It 20 
Ways ... Amazing Pump Event” 
and following with a needletoe pump, 
“slim guaranteed unbreakable heels 
and lifetime lifts.” 

The store offered a $14.98 shoe 
specially priced at $8.80, presumably 
it will wear out before the lifts have 
to be changed. 

White sales are going strong in 
thongs, straps, sandals, and mid-heel 
pumps. Lots of nylon mesh sides 
seen this year, while in this type 
of shoe the mid-height heel is very 
nearly standard. Women bless this 
development; the grace of a high 
heel and very nearly the comfort 
and foot support of an orthopedic 
shoe makes them happy. 

Mandel’s is featuring a cute little 
semi-pump in the $10.98 bracket. 
Silhouette shows their “Cha-Cha” 
heels, low but with deeply carved 


sides—a variation of the old “Little 
Louis” heel. They are needeltoe, of 
course; some with a laced back-strap, 
some with bow ties over the instep. 

What was formerly a trend in 
retailing has become standard prac- 
tice: heavy merchandising on color- 
ful hosiery and other accessories. 
Practically every sales pitch ties in 
stockings to some extent. What they 
can’t make on shoes they pick up on 
an extra sale or two and the profit 
is still there. 

A strange trend seems to be that 
this summer’s casual shoes are not 
nearly so casual. Where in the past 
a “pool shoe” would be merely a 
padded sole held on with thong or 
strap, now a good deal of cover-up 
seems to be the rule, and the demand 
is for casuals with cross-strap vamp, 
wedge heels, and a bit of a taper toe 
Some of them might very nearly be 
classed as spectator sports wear. 


Women’s Colors, Men’s Light- 

Weights Sell at Baltimore 

IN the Baltimore area there are 
unmistakable signs that customers 
finally have switched their allegi- 
ance to spring and summer shoes: 
ladies are buying colors in the wid- 
est variety and their menfolk are 





SOMETHING'S BREWING IN THE LOWER REGIONS 


++» if youtake it black, Sabrina conjures up a vision in black patent leather in the JM shoe salon! 


algo available in bewitcring two-tone bone, red or green calf. 19.95 
250 winston drive, stonestown, open friday 9:30 to 9:30 


JosePH MaGNIN 


The highly feminine patent leather style carries the ad adequately without back- 
ground illustration. The headline “Something's Brewing in the Lower Regions" is 
appealing too; a good working ad. San Francisco {5 columns). 
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asking almost exclusively for the 
lightweight models. 

Women customers, including those 
patronizing the high fashion shops, 
had been partial to patents and 
dark suedes up until the last couple 
of weeks. “Now we’re really mov- 
ing colors,” a retailer said this 
week. “And just about all colors, 
too.” 

Black patents have been the most 
popular type in girls’ shoes, but this 
also is about the only field in which 
whites are selling well. 

For Easter many mothers and 
daughters selected squared off toes 
for young misses and heels up to 
12/8 sold well for this age group. 

Among Baltimore men there per- 
haps is not a marked trend away 
from the sharp toes but more than 
a few customers have picked a more 
square toe in the last few weeks, 
particularly when shopping for sport 
types or dressy casuals. 

Black still is preferred here, but 
when pressed one retailer said his 
new gunstock brown seemed to be 
catching on. With the coming of 
warmer weather—the temperature 
has equalled or passed 90° on two 
days—the sales of men’s heavier 
shoes are almost at a standstill in 
the Baltimore area. 

Sales of boys and older youths’ 
shoes have not kept pace with the 
rest of the retail business in this 
area. “Our weakest field,” said the 
manager of a family store in a 
thriving shopping center. 

Grey and dusty bucks still are 
the biggest sellers in this age group 
but there is new interest in white 
bucks and crepe soles, retailers said. 

With the sales curve up appre- 
ciably because of the Easter buying, 
shoe business in Baltimore is much 
better than it was a year ago and 
retailers want it to stay this way. 

3 
Heat Sells Lightweights 
To New York Shoppers 


SUDDENLY it is summer! Tem- 
peratures rise precipitously and con- 
sumers are practically forced to 
think in terms of lightweight ap- 
parel and shoes. Actually, shoe re- 
tailing accelerated with the first 
signs of spring which arrived in 
New York after a mid-April snow 
storm. Traffic was good. Consumers 
bought shoes which proved again 
that despite increases in price, if 

(CONTINUED ON PAGE 72) 
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AWARDED U. S. PATENT #2,798,312 


UNIT-MOLDED 
VIN YLTEEN** 


In Misses Sizes 12 to 4 
To Retail From * 2.99 to $3.99 
20 Styles! 11 Fashion Colors! 


58 Revolutionary Construction! An all-of-one-piece plastic shoe! Sole, heel, sides and vamp are molded 
without seams, permitting vast variety of stylings. es» Permanent “through” colors! Smooth, leather- 
like Vinylteen surface can’t scuff, color can’t bleach! <3 Molded Vinylteen plastic can’t stretch, 
spread or squash. Shoe retains its original shape. <P Stain-resistant. Surfaces clean with a damp cloth, 
retain original lustre. No polishing needed. > Water-resistant. Moisture can’t penetrate the sturdy 
Vinylteen plastic. & Non-skid sole design for all-weather safety stride. wf Extremely flexible, 
light and soft. Completely sanitary. Gives wearer ‘‘barefoot freedom.” 


AND EVERY PAIR IS GUARANTEED FOR WEAR! IF SHE OUTWEARS THEM BEFORE SHE OUTGROWS THEM... WE'LL REPLACE THEM! 


Harry B. Johansen, President of Interconti- 
nental Shoe Corp. invites you to see this 
= = spectacular line of Orbits, misses footwear 
SEE CP ECES I'D) = IN ATLANTA—MAY 3 6, —consult your local show directory for dis- 
DALLAS—MAY 10-13, LOS ANGELES—MAY 17-20. play location . . . by Intercontinental Shee 
Corp., 47 West 34th St., Suite 826, New 

*A Union Carbide Plastic developed for Intercontinental Shoe Corp York 1, New York. 
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How Does A Washing Machine 
Sell WELLCO FOAMTREADS 
For Joy Gilbert? 
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Neighborhood Store Success Story *6 
by Joy Gilbert, President Joy’s Footwear, St. Louis, Missouri 
As Told to UPI Reporter 


When I tell a customer that FOAMTREAD Slippers are 
machine washable, it always clinches the sale. There’s 
nothing like knowing they can toss WELLCO FOAMTREADS 
into the washing machine—and they come out clean as new. 
Sales Up 25% Each Year Big Repeat Business 


And FoamTrREaDs have really Most of our increase has been 
sold. Year after year, we've repeat business. Once we've 
done 25% more WELLCO busi- sold the first pair of WELLCO 
ness over the previous year. In FOAMTREADS, it’s easy to sell 
1958, FFOAMTREAD sales ac- the second and the third. 
counted for 80% of our men’s Customers really learn to ap- 
slipper business, 70% of our preciate WELLCo comfort after 
children’s and 40% of our they’ve worn the first pair. And 
women’s slipper business in those who’ve come in for a 
competition with other top slip- repeat pair have stayed to buy 


| 
per brands that we carry. | other shoes, too. 


F 3 _ . : ‘ 
ee }’. eaten. = 


SUCCESS STORY. Joy Gilbert shows the line which accounts for the 
greatest portion of his slipper business—WetLCo FoamTReaD Slippers. 


Customers Love Them wear out, flexible counters you 


: can’t crush. 
No wonder we're enthused 
about FoaMTREADS. Neighbor- Very Profitable 
hood customers are demanding. Without a doubt, FoAMTREADS 
With FoaMTREADS, we can give are a fine line. The slippers sell, 


them just what they want. we get a full markup and no 
Wonderful fit and practically markdowns. The WELLCo sales- 


indestructible slippers. That's men are cooperative and pleas- 


ant. The shoe business is fascina- 
because WELLCO FOAMTREADS 


é ting and WELLCO FOAMTREADS 
have sponge-rubber midsoles, prove it can be very profitable, 
soft leather outsoles that can’t 


too. 








Neighborhood Customers Are’ Demanding. That’s Why Zia, 
Neighborhood Stores Carry WELLCO FOAMTREAD Slippers. cay 





For more information about the WELLCO FOAMTREAD line, 
write to Joe Sianelli, Vice President in Charge of Sales. 


welico 


® 
Foarotreacds 


WELLCO SHOE CORPORATION, WAYNESVILLE, N. C. 


In Canada, **Foamtread"' Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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The Kroto Story..... 


HANS J. KROTO 


HIS is the story of Hans J. Kroto, first vice- 

president in charge of merchandising of Cam- 

bridge Rubber Co. It starts in Germany some 40 
years ago, with young Kroto returning from World War I, 
in which he had served as a member of a German cavalry 
regiment. He carried with him the scars of four wounds, 
and an array of medals. It was May, 1919. 

The young man, mature with grim experience, was 
ready to settle down to a more restful life. Although his 
first and deepest love was horses, he joined his father’s 
shoe export business in Hamburg, Germany, as an appren- 
tice. But he found the pace too slow and soon was off 
to Berlin to move into his first full-time job, with a large 
shoe wholesaler. With hard drive and an intensive ac- 
quisition of knowledge, a year later he had learned 
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Occasionally there comes a “success 

story” in the footwear industry rich in 

dramatic, off-beat material, fiction-like, 

scarcely believable. But it proves to be 
all reality and fact. 


enough to launch his own “factory”—an old, tiny shop 
equipped with one sewing machine. 

He still kept his job with the wholesaler, and operated 
the “factory” evenings, which summed up to a 16-hour 
day. But two years later his $140 investment brought 
him $1,200 when he sold the factory. He had at the same 
time become general manager of the wholesale firm. 

In 1926 an attractive offer came from an international 
shoe distributing firm, Walter Loewendahl Shoe Co., 
where he was given a one-third partnership without hav- 
ing to invest a penny. A year later he was on a 50-50 
partnership basis. Kroto soon was traveling a great deal 
throughout Europe with Tomas Bata. Says Kroto, “This 
was one of the richest learning periods in my life, for | 
was learning from one of the all-time masters of inter- 
national shoe business.” 

Kroto himself then demonstrated some master strokes 
of his own in the international world of shoe business. 
One of these occurred in 1928, when his partner and he 
were responsible for one of the most spectacular shoe 
promotions of the day. They got Macy’s of New York to 
open a special department selling nothing but Bata shoes. 
So successful was this promotion that soon some 60 other 
major stores throughout the U. S. had installed similar 
promotions with Bata shoes. 

When the president of one of Germany’s leading fac- 
tories, Conrad Tack, A.G., wanted an aggressive executive. 
Hans Kroto was brought into the firm. This was a fac- 
tory-owned operation of 170 shoe stores. Kroto was put 
in charge of production planning and merchandising. 
Each of these stores was a relative “giant” in size, com- 
prising three or four floors in a building selling nothing 
but shoes. 

In the 1930’s Hitler swiftly moved to a position of 
power in Germany and Europe. Kroto was on a Nazi 
blacklist as an “unreliable” businessman. In the middle 
of the night, SS troopers knocked at his door, arrested 
him. It looked like the end. But by a stroke of good luck, 
the interrogation officer at the detention camp proved to 
have been a fellow officer with Kroto in World War I. 
He was released. 

But the respite was short-lived. Fortunately, Kroto had 
learned to always carry his passport with him. One day 

(CONTINUED ON PAGE 79) 
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Baker Reporting 
from Washington 


(CONTINUED FROM PAGE 30) 

of batteries last year in government 
stores. The figures show that govern- 
ment customers bought 3% times 
as many batteries as did customers 
in taxpaying gasoline stations. 

Clearly, military families are buy- 
ing batteries for their friends and 
neighbors, and the taxpaying mer- 
chants are taking a licking. 

Situation is now before Senate 
and House _ investigating com- 
mittees. The inquiry may be 
broadened to take in illegal sales of 
other products, such as clothing and 
shoes. 


To hear all the shrill clamor for 
price control in Washington these 
days, you’d think the nation was 
faced with fearful shortages of 
goods and runaway inflation. 

A small but noisy handful of 
Senate Democrats is calling for 
federal control over prices. 

Here’s a run-down on some of the 
price-control plans now under dis- 
cussion: 

Sen. Albert Gore, D., Tenn., wants 
Congress to impose “utility type” 
price regulations on the _ steel 
industry: Prices would be fixed by a 
government board or commission. 

Sens. O’Mahoney, D., Wyo.; Clark, 
D., Pa., and Rep. Reuss, D., Wis., 
say manufacturers of basic products 
should be compelled to ask govern- 
ment judgment on proposed price 
rises. 

Sen. Neuberger, D., Ore., wants 
authority for all-out price controls 
(both over industrial prices and con- 
sumer prices) deposited with the 
White House and ready for instant 
use. 

Sen. Symington, D., Mo., who’s 
trying to build himself up as a 
candidate for President next year, 
also denounces the steel industry’s 
administered prices and demands 
government action to “correct” them. 


Your federal taxes—both business 
and personal—will be cut sharply 
if Congress adopts a pending tax 
reform measure. In total, some $4 
billion in taxes a year would be 
lifted. 

The proposal, similar to one wide- 
ly supported by businessmen last 
year, is sponsored by Reps. A. S. 
Herlong (Florida Democrat), and 
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Howard Baker (Tennessee Republi- 
can). 

It would cut personal and corpo- 
rate tax rates in five annual steps 
in all brackets. The top personal 
rate would be cut from the present 
91 per cent to 47 per cent, the lowest 
personal rate from 20 to 15 per cent. 
The corporate rate would slide from 
52 to 47 per cent. 

In addition, tax depreciation rates 
on facilities and equipment would 
be increased to save you money; the 
capital gains tax would be liber- 
alized, and estate and gift taxes 
would be cut sharply. 

This needed tax reform stands 
only a slim chance. Strong, repeated, 
and widespread support will help. 
Back this program with letters to 
your senators and congressmen. 
Point out that increased economic 
activity would offset much of the 
possible revenue loss. 


More government contracts will 
be available through bids, under a 
plan new pending in the House of 
Representatives. 

Rep. Carl Vinson (Georgia Demo- 
crat), the influential chairman of 
the House Armed Services Com- 
mittee, serves notice on the Penta- 
gon he'll fight this year to open up 
more defense contracts to bidding. 

By the same token, he’ll demand 
a reduction in the large volume 
of negotiated contracts now exe- 
cuted by the Army, Navy, and Air 
Force. 

Mr. Vinson carries much weight 
in the Congress. His views are 
respected by members of both 
parties, as well as by the military. 
Hence, his demand for less secrecy 
in the awarding of government con- 
tracts is likely to result in some 
corrective action. 


Legislation widely supported by 
businessmen to grant self-employed 
persons tax deductions for funds 
invested in retirement programs has 
cleared the House of Representa- 
tives. 


But the measure granting self- 
employed persons the same type of 
tax break now permitted con- 
tributors to corporate retirement 
plans is facing tough sledding in the 
Senate. 

The proposal is opposed by the 
U. S. Treasury Department because 
it would result in an annual loss of 


revenue of some $365 million. Op- 
ponents in the Senate complain of 
the loss of revenue and also con- 
tend that it is specialized tax relief 
proposed at a time when the entire 
tax structure should be overhauled 
to give everyone some relief. 

Under the measure, sponsored by 
Reps. Eugene J. Keogh, D., N. Y., 
and Richard M. Simpson, R., Pa., 
a self-employed businessman, sales- 
man, or professional person could 
deduct 10 per cent of net earnings, 
up to $2,500 a year and $50,000 in a 
lifetime, if it were invested in an 
approved retirement program, such 
as restricted insurance policies. 

It would mean lower taxes to the 
taxpayer in the long run because 
the funds when withdrawn after 65 
would be taxable at a lower rate, in 
most cases. e$¢¢ 


Toes, Heels, Soles, 
News at Bologna 
(CONTINUED FROM PAGE 48) 


motif in multicolor leather over the 
rococo-work, matching the rainbow 
cut-out work on the kid toe of a 
white suede pump. 

Four of the 141. exhibitors 
plugged slim funnel-shaped heels 
with flanges that are covered by 
the sole. The resultant pipe-stem 
look combines grace with hard 
wearing properties, as the gold 
metal heel is very robust, though 
reasonably light. 

One advantage of this new metal 
heel, according to the maker, Um- 
berto Grilli of Rome, is that it over- 
comes the problem of heel cover re- 
placements, which can be particu- 
larly knotty where retailers have 
imported shoes in unusual colors. 

These flanged heels, which come 
in a range of sizes from 16/8 to 
32/8, have silver and chrome fin- 
ishes as well as gold. 

Tacchificio Bolognese reported 
strong demand for an Oriental- 
inspired heel with a wedge top and 
a rounded vase-shaped base. This 
two-piece wooden heel is covered 
with leather in two contrasting 
colors. 

Treatments were notably bigger 
and bolder, with arabesque a favor- 
ite theme for decorative toe and 
heel overlays. 

Bows are multiple affairs, like the 
double bow with the top wings 

(CONTINUED ON PAGE 66) 
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A whole new team of top-scoring school shoes . . . bringing you top turnover, minimum 
markdowns, and profit protection! Available to you through the HUSKIES system of localized 
in-stock warehouse distributors. Write today for the name of your nearest in-stock warehouse 
distributor: HUSSCO Shoe Company, Inc., 47 West 34th Street, New York 1, New York. 


HUSKIE 


o 


_ season! 
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St. Louis Orphanages Test 
Shoes for Wear and Fit 
(CONTINUED FROM PAGE 47) 


Catholic Children’s Orphanage in 
Alton, Ill. Because of the mutual 
benefits derived, there is no re- 
muneration either way. At holiday 
times, however, the shoe firm tra- 
ditionally supplies unostentatious 
surprise packages for the children. 

Brown Shoe Company, which uses 
the Missouri Baptist Orphanage 
mainly as its proving ground for 
children’s shoes, puts greatest 
stress on fit testing and the testing 
of new lasts, over and above wear 
testing. 

“Our primary approach,” stated 
Glen Myers, head of Brown’s pat- 
tern department, “is on quality of 
fit and we use the children in the 
orphanage constantly to help us on 
that score. We have, of course, a 
comprehensive lab for complete 
testing of materials. Company pol- 
icy, however, dictates that all shoes 
bearing the Brown label be tested 
on actual feet before they are put 
in the line. If we plan to add a new 
thildren’s last, for example, we 
make up trial size runs over the 
new last and take them to the or- 
phanage, where the great variety 
of types of feet gives us a good 
over-all picture of how the new last 
will fit our little customers. 

“Often we slice away the shoe to 
be tested. We cut out the upper 
over the toe, so that we can see how 
the child’s toes will lie when he or 
she puts weight down. We cut a 
rectangular section from each side 
of the heel, and perhaps another 
peep-hole under the arch. When we 
try these cut-away pairs on a vari- 
ety of types of children’s feet, we 
can get tremendously important 
facts about how shoes from the new 
last will fit, whether there will be 
toe cramp and the like. Our last 
and pattern approach to our prod- 
uct is of primary importance to us.” 

Qn wear tests, Brown Shoe Com- 
pany makes a size run using one 
product and another run with an- 
other product, and cross-mates the 
pairs. Sock linings, counters, sole 
materials, heel materials, uppers, 
toe boxings and the like are all 
tested on actual feet under con- 
trolled orphanage conditions. 

C. W. Renshaw, stylist for Buster 
Brown cements, says that he often 
asks the little girls at the orphan- 
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age, “Do you like that shoe, little 
lady?” 

The answer, Renshaw observes, is 
always “Yes!”—if the shoe is red. 

Step Master Shoes, Inc., a wholly 
owned subsidiary of Ettelbrick 
Shoe Company, does extensive test- 
ing through the children at the St. 
Louis Christian Home. Ray T. 
Clingingsmith, sales manager, says 
that “by using an orphanage for 
such tests we, like many other man- 
ufacturers, have found that the 
shoes are subjected to conditions 
closely approximating those found 
in a shoe store or department be- 
cause of the wide variations in foot 
shapes, conditions and fitting re- 
quirements.” Step Master checks its 
new lasts at the orphanage, tests 
heel widths, and how little girls’ 
pumps “cut” across the instep. 

“From the way the children’s 
pairs wear,” he observed, “we can 
see how the shoe treads, and pick 
up a wealth of information on how 
materials hold up under the good 
old-fashioned punishment kids give 
their shoes.” 

All manufacturers interviewed 
say that using orphanage groups as 
test groups for children’s shoes is 
welcomely valuable to company re- 
search. The fact that this type of 
testing has been going on for well 
past 10 years makes it look like it’s 
here to stay in St. Louis. eo 


Toes, Heels, Soles, 
News at Bologna 


(CONTINUED FROM PAGE 64) 


slanting upwards by Clema or the 
outsize version of cross-pieces an- 
gled to show both sides end to end, 
shown by Romagnoli. 

Clema also made sparkling use of 
gold filigree banding to decorate 
the square-tipped toe of an evening 
shoe in soft purple velvet calf. 

Perhaps the most fantastic “Riot- 
arama” color projection was the 
presentation of Giovanni Autieri’s 
pumps with hand-painted soles. 
These had abstract motifs, harle- 
quin hues, rainbow stripes and even 
mottled and mosaic effects. 

Uppers were just as eye-catching, 
some styles having apron strips of 
mosaic coloring, hand-stitched by 
Neapolitan women. 

Though suede shoes were more 
the exception than the rule (it’s all 
smooth calf and kid for the sum- 


mer with smooth matte leathers 
slated for fall/winter) Autieri pre- 
sented a notable example for eve- 
ning wear. It was a black suede 
style slit open at the side of the 
toe, with the aperture crossed by 
six parallel self straps giving a 
slotted effect. Big selling colors for 
summer at the show were white, 
ivory, and lemon, with lilac, sea 
green and primrose also getting a 
show. Only a handful of exhibitors 
carried some fall lines, which were 
exclusively for the benefit of over- 
seas buyers and these were domi- 
nated by rich earthy browns, bottle 
green with black trimmings, and 
black calf and patent with a gleam 
here and there of bronze glow calf. 

Acfa of Milan reported big sales 
of square anodised aluminum studs 
and decorative chains with four 
and five oblong links. Ceramiche 
Minghetti made a bright display 
with hand-painted ceramic orna- 
ments including scrolls, bows and 
figurines. 

Shoe business was reported “well 
up to expectations.” One exhibitor, 
Renato Pignataro of Shoe Export 
Co., Bologna, said: “Bologna has in- 
creased its share of U. S. business, 
despite the recent fall-back in 
American imports. This improve- 
ment has been achieved because 
more high-style Bologna shoemen 
have participated. 

Perfed panels tapering to the toe, 
scalloped straps and simulated fid- 
dle shanks were decorative features 
in men’s shoes, which now have 
rather less of the pointed look. 

Alcefa of Pieve a Nievole showed 
a novel casual with a large calf 
overlay that was both a panel and 
tongue in one piece. A_ buckled 
suede strap matched the upper 
which had diamond-shaped perfing 
on the toe. 

Beba of Bologna used Novo calf 
—a dull and very flexible variety 
of Russian leather—on slipons and 
casuals with high-riding tongues. 
He also did well with slipons with 
lightweight soles in wrinkled Cam- 
elflex leather, matching the uppers. 
They were promoted in off-white 
for summer motoring. 

Among the American contingent 
of buyers and shoe manufacturers 
who visited the show were Lee 
Evins, Gerry Zaccagni and Harry 
Frankel, all of New York. eee 
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ONE HUSKIE LEADS TO ANOTHER! Flattering little flats that go, go, go in style wherever your goings take 
you! Butter-soft fall leathers in luscious autumn colorings... to fill every need in your casual shoe wardrobe! 
$5 to $10. At your favorite store, or write Hussco Shoe Company, 47 West 34th Street, New York 1, New York. 


oO UGG es HUSKIES 
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Profile: Rubin Adler 
(CONTINUED FROM PAGE 42) 


administrative, selling and clerical 
personnel. 

Rubin Adler is president of Del- 
man’s. Has been for the past three 
years. And he is young . . 38 
years old. The first point he made 

. and he emphasized it time and 
again . .. was that it was “team- 
work” that added up to the success 
pattern of Delman’s. He _ under- 
scored, enthusiastically, the fact 
that it was the initiative and the 
combined talents of his teammates 
that accounted for Delman’s impor- 
tant position. He named a few: There 
is Jim Josephi, whose influence is 
creative. In addition to styling and 
designing, he has been responsible 
for securing from resources all over 
Europe (and especially France) the 
unusual materials, patterns and 
colors that have been exclusive with 
Delman. Bud Kalish — publicity, 
public relations and advertising co- 
ordinator for Delman, within the 
company. Al Green—the new vice- 
president in charge of merchandis- 
ing and retailing. Bob Lasky—who 
does the over-all buying for the 
store. Selling and management per- 


sonnel have all had long experience. 
Some salesmen have been at Del- 


man’s for twenty-five years . . 
18 and 15 years . 
years. 


. Many 
. a few, ten 


Now, we get back to our original 
purpose—profile of Rubin Adler. He 
has been with Delman for the past 
twelve years. He started as a sales- 
man, shortly after he came out of 
the service, where he had spent four 
years in the Army as Medical Ad- 
ministrative Corps officer. He was 
named president of Delman’s in 
1956. Actually, his is an all-around 
job. He is close to all phases of the 
business — manufacturing, design- 
ing, selling the shoes. His time, for 
the most part, is spent at the factory 
where the Delman shoes are made. 
However, he spends at least two 
days a week at the salon. Likes to 
keep a weather eye on the selling 
and often gets into the transactions, 
in order to get a better understand- 
ing of the reactions of the customers 
as well as an appreciation of the 
salesmen’s problems. 


Once a year, Rube goes abroad... 
generally for information and trend 
spotting. As he says: “I think it is 
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wrong to go over there and take 
what they design and create over 
there and use the same thing in our 
market. What we try to do is take 
what we find over there and then 
adapt and work it out so that ulti- 
mately it accomplishes our aim— 
fashionable, quality shoes for our 
clientele. We don’t often go to 
places where we would find shoes or 
merchandise for shoes. Instead, we 
go to jewelry shops for jewelry 
items; dress fabric houses for fab- 
rics for shoes. 

“We strive to have the right mer- 
chandise—varied and extensive—so 
that the retailer will have the 
broadest possible selection. We carry 
sizes from 4 (a few 31%) to 10, 
AAAA to C; and there is a ‘fashion- 
able’ shoe te take care of our cus- 
tomers’ preferences and needs the 
year round. Although the major 
part of our business is on evening 
shoes, we keep our inventories rotat- 
ing constantly. We don’t know what 
customers will want when they come 
into this salon—so we try to be 
represented in all categories. Some 
of the styles may be only token or 
slightly sprinkled in the stock; but 
if that’s what the customer wants in 
Delman shoes . . . she can get it. 

“Alligator shoes are a specialty at 
Delman’s. They are available 
throughout the year. We have de- 
veloped a manufacturing process 
that makes them light, flexible. We 
buy the choice baby alligator skins 
in France and Mexico (incidentally 
this is a vintage year for alligator 
skins). These are then tanned in 
France and dyed in such unusual 
and beautiful shades as peach, pale 
blue, pink, marmalade, Rosita green, 
Truffle (a subtle brown shade); in 
addition to the basic black, brown, 
blue. Before the cutter even puts a 
knife to the skins, they are selected 
and matched in weight and mark- 
ings. Then they are cut lengthwise 

. never on the bias. Result: A 
preferred stock.” 

Rube Adler feels strongly that 
there must be a well-integrated ef- 
fort on the part of manufacturer 
and retailer. Each must be aware of 
the other’s problems and they must 
correlate what they are doing. He 
says: “Delman’s works on _ that 
premise. We strive to have the right 
merchandise and in order to assure 
that—we do extensive pre-testing. 

“We want to know how lasts are 
being accepted by the consumer . 


what silhouettes are best .. . what 
new things are being called for, that 
are not heavily represented in our 
stock because of the fashion picture. 
We try to spot trends. Once we get 
the idea of what the trend might 
possibly be, we can put it into pro- 
duction . . . since we have the de- 
signers and the factory to go through 
with it. When we sell to the retail- 
ers around the country, we give 
them the benefit of pre-tested styles. 
Often we are a year or eighteen 
months ahead with a style. It may 
not be immediately usable but even- 
tually it comes into the fashion pic- 
ture. 

“One of the services we have added 
this season is a fashion bulletin, 
highlighting our thinking about 
lasts, sillhouette, actual colors and 
leathers. We sent this bulletin to 
retailers throughout the country 
one week in advance of the Guild of 
Better Shoe Manufacturers meeting 
... to enable buyers to check our 
thinking and compare it with others 
even before they came to our show- 
room.” 

Mark-on is another favorite and 
important topic with Rube Adler. He 
feels that, in general, mark-on has 
been lower than it should be. “The 
average retailer,” he says, “must 
have a minimum of 48 or even 50 
per cent mark-on. We have made 
every effort to price our line at 
wholesale so that the retail price 
will fall into the more desirable 
categories. At Delman’s we strive 
for 48 to 50 per cent so that retail- 
ers are in a position to sell our shoes 
for the same .. . not less.” 

We could go on and write a good 
deal more about Rube Adler’s theo- 
ries as he expounded them to us. 
But we have to content ourselves 
with just this brief digest .. . plus 
his reiteration of the absolute neces- 
sity for a well-integrated effort on 
the part of manufacturers-retailers. 

Oil painting is a hobby of Rube’s 

. primarily a central theme of 
scenes and people. During Guild 
Week, many of his paintings were 
displayed in the Delman Salon... 
sort of a kick-off to a campaign to 
put across the idea that at Delman’s 
shoe designing and manufacturing 
are treated as an “art.” 

Rube Adler lives in the suburbs— 
Beth Page, Long Island—with his 
wife, and two children—a daughter 
14 years old and son eleven years 
old. ooo 
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“SELLS JUVENILE COWBOY BOOTS 





TRADEMARK 


— 


oT, gives you all the carefully selected colors 
SPECIAL found in hand-made Western boots — 


VOR CUNT now available at popular prices, and . . . 


| ! 


nO enamees All $ ry LES 
tT >> ALWAYS <\< 
—S > IN-STOCK 


WHY RISK LOSING SALES when you can get immediate shipment from the longest, most color- 
ful Juvenile Cowboy Boot line in the country? 


You must HAVE boots to SELL boots — and COLOR sells the young ‘‘cowboy’’. The Q-D line 
offers you a choice of 99 colorful styles, popular-priced to give your customers honest value, 
and IN-STOCK now for the big selling season ahead. 


ORDER your Q-D Brand Cowboy Boots now — start selling them now! 





NOW SHOWING 
at the 


PPSSA 
Style 6008 ROOM 646 Style 417 


Genuine Kid Top 

3-color underlay Hotel New Yorker Fancy Stitched 
Also Round, Also Square, 
Pointed Toe Pointed Toe 











SEND for Catalog and 
Dealers’ Price List TODAY 


QUINN & DELBERT BOOT MFG. CO. manisoro, mass. 


Specialists in the manufacture of fine juvenile boots 


Juvenile COWBOY Boots ... © CHUKKA © WELLINGTON © COMBAT © ENGINEER Boots 
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The Largest One Floor 
Operation in the Country 
(CONTINUED FROM PAGE 55) 

are against the wall and _ stock, 
which is in the storage section, is 
off the sales floor. Where additional 
chairs are used, they are placed back 
to back to conserve space. Tasteful 
color combinations and _ indirect 
lighting give an intimate and in- 
formal effect to the women’s and 
children’s sections. 

The men’s department is finished 
in knotty pine to appeal to the mas- 
culine eye. 


By far — the most ; 
advertised, most 
merchandised outdoor shoe 
ever made! Pre-sold to your 
customers in the nation’s | 
leading magazines where, | 
month after month, they | 
read all about the features | 
that make genuine 
Dunham’s TYROLEANS® 
“the family favorite — 
in any walk of life.” 


buted 


t n the East 
DUNHAM BROTHERS COMPANY, Brattleb 
n the Midwest 
AINSWORTH SHOE COMPANY 
Minn 
n the Sout 


B. ROSENBERG & SONS, New Orleans, La 


if 
they're not 


DUNHAM’S — 
they’re not 


TYROLEANS*! 


|The nation's * 


cu oe DUNHAM BROTHERS COMPANY 


Kushins, who with more than 50 
years in the shoe business is one of 
the nation’s deans of the trade, and 
Weston decided they had the best 
location in Oakland. Consequently, 
when they became cramped for 
space, they elected to spread out 
rather than seek new and larger 
quarters. 

Weston sees numerous advantages 
in the one-floor operation “but the 
primary one is you don’t have to 
move your customers to sell an en- 
tire wardrobe of shoes.” 

The one-fioor setup also allows ro- 
tation of the salesmen among the de- 


18,627,608 REASONS 
WHY GENUINE 


TYROLEANS* 


OUT-SELL ALL OTHER 
OUTDOOR SHOES! 


“ee 


‘Comfort Classic? Dunham's Tyroleans® 6” boot 
in butternut, chestnut or black. Soft. supple glove leather. 
Cushion comfort insole. Special long-wearing rib sole. 

Also available in styles for women and children. 


BRATTLEBORO, VERMONT 


hener 





partments almost daily, so they are 
always acquainted with the stock 
and styles of every department. This 
too makes wardrobe selling easier. 

The sales training also makes it 
possible to move salesmen from one 
department to another if a rush 
develops. 

Every one of the store’s salesmen 
is individually trained. Their school- 
ing includes fitting, brands, fashions 
and special foot requirements. It is 
Weston’s belief shoes that are too 
short make up about 90 per cent of 
misfits. 

An operation successful as 
Kushins’ illustrates the value of per- 
sonalized service in assuring return 
business, Weston contends. 

Weston says the store has been 
able to continue its growth, although 
many downtown Oakland merchants 
have been hurt by the trend toward 
the suburbs, because of “‘personal- 
ized service and complete depth of 
size ranges.” 

In women’s shoes, both dressy and 
casual, size ranges run up to 12 and 
as narrow as AAAAA. The store 
caters to the medium and better 
grade markets. 

“We try to give every department 
a lot of personal supervision,” Wes- 
ton explains. “Each department has 
a manager who is on the floor super- 
vising salesmen and serving the cus- 
tomers practically the entire busi- 
ness day.” 

The department managers are 
Claude Franklin, Aaron Nurenberg, 
Arthur Beren, Peter Pachner, Shep 
Artel and Richard Katz. The store 
has a staff of 42. 

“We believe the purchase of a 
pair of shoes is an important event 
to most people,’ Weston explains. 
“The fit to the eye and the pocket- 
book are important but the question 
of foot satisfaction is imperative. 
This can only be accomplished 
through an adequate inventory.” 

He said Kushins has always main- 
tained consistency of quality and 
stresses nationally-known brands. 

Regarding the business shift to 
the suburbs, Weston observes, “No 
matter how much the trend toward 
suburban operation, we feel it is 
very important to have a strong and 
aggressive hub, with a big selection 
of merchandise in all sizes avail- 
able.” 

Kushins opened its only branch 
store in Walnut Creek, in the sub- 
urban area, four years ago. @@@ 
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Gentlemen's Finer Shoes Since 1888 





Retail Trade News 
(CONTINUED FROM PAGE 60) 


the shoes are attractive and serve a 
specific purpose they will buy them. 

All types of lightweight, flexible 
walking shoes were selling well. The 
emphasis was on fit and comfort. 
Low and mid heels, perforations, 
anything and everything that con- 
tributed to easier walking was pop- 
ular. Spectator types were selling 
well in all the new versions and col- 
orful combinations. 

In dress shoes, pumps lead the 
way, all kinds of pumps, in all kinds 








of leathers, materials, colors. Chand- 
ler’s told the pump story most com- 
prehensively in their recent ads. 
They called it: “The World of 
Pumps.” They said: “Greatest news 
round-up ever ... of the fashion 
you live in, the shoe-shaping you 
love. Heel heights run the gamut, 
colors defy the spectrum, you’ll find 
pumps to suit your tailored needs, 
confections to step out with full 
dress, rich leathers, unlined softies, 
sheathing with opened-up accents, 
color blendings and textures.” 
There were pumps in kid, calf— 
hi heel, demi-heel—the colors in- 


ers 


Aorprrtois Keath 


with the lure of the Orient | 


Porcelain 


ORIGINATED BY SURPASS 


Transparent aniline Kid . . . smooth and 
lustrous . . . the subtle patina of a rare 
Ming figurine, yet surprisingly modest in 
cost. 


Impala BY SURPASS 


Four-directional luscious Suede . . 
the opulent texture of brush strokes on a 
scroll of silk. 


PORCELAIN and IMPALA come in an 
extensive range of coordinated colors 


. . . beautiful in combination, beautiful | for summer. 


separately. 


Surpass Leather Co. 


Westmoreland & 10th Streets, Philadelphia, Pa. 


“we | three graduated tones of green, 


cluded coral, Paris blue, Paris pink, 
orange, teal, yellow. It is almost su- 
perfluous to add that black patent 
leather is in constant demand and 
there is also a good deal of interest 
in bone. 

Retailers who plan and promote 
aggressively and consistently will do 
a profitable business. Herbert 
Koshetz, editor of “The Merchant's 
View” column in The New York 
Times said recently: “Better pro- 
motional planning has become nec- 
essary to realize the added potential 
of the summer selling season. And, 
as many retailers have learned, this 
does not necessarily mean marking 
down large segments of inventory 
to bring in customers. Greater con- 
sumer willingness to buy has al- 
ready been evidenced and retailers 
can cash in by better presentation, 
advertising and utilizing a larger 
share of their budgets for those 
items that are wanted or needed in 
the summer months.” 


Detroit Area Shoe 
Volume Slowly Mounts 


RETAIL shoe sales show a grad- 
ual up-swing compared to a year 


| ago. And, while not up to the pre- 


recession figures for most retailers, 
the steady rise in sales forecasts a 
good year overall. 

Color seems to be the big news 
in women’s shoe sales at present, 
with colored calfskins replacing 
deldi suedes for late spring. Many 
stores report excellent results with 
tailored and dressy pumps in all 
the pale blond tones, and in reds, 


| pinks, turquoise and orange. 


Women are also buying style 


| shoes in two-tone and ombre combi- 
| nations. Winkelman’s Shoe Salon is 


promoting a high-heeled, pointed- 
toe pump with square throat in 


beige or blue. Shoe retails at $19.95. 


Ads on white shoes are beginning 
to appear, however it is still early in 


| this section of the country to ade- 
| quately gauge the response to white 


On the other hand, sales of can- 


| vas footwear are running far ahead 


| 
| 
| 


| of last year. Fyfe’s reports an in- 


creasing interest by women and 
girls in the new lines of canvas slip- 
on styles. These customers indicate 
they buy these canvas shoes early 
for wear around the house. 
(CONTINUED ON PAGE 77) 
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ALL NEW 


PIGS 


STORMWEAR 


New lasts assures the finest fit. 

New styles, colors and prices will build 
volume sales for you. 

Your Servus salesman is showing the 
complete new line of plastic footwear. 


AND A COMPLETE 


INSULATED 
NORTHERNER 


High Foot 
and Vamp 
Insulation 


LINE OF 


Felt Insulated 


rubber, 


WATERPROOF 


See the full line of Servus Rubber 
Waterproof, Sporting, Industrial, City 
and Farm footwear. All are designed 
and priced for profitable volume sales. 
Call or write today for a visit from 


your Servus salesman. 


= SS tenn eannan 


ATIONAL 


Transparent Plastics Co. 
Springfield, Mass. 


A Division of 


The Servus Rubber Co. 


INSULATED 
POLAR PAC 


Non-Chafing 
Adjustable 
Take-Up 
Stay 


High Foot 
and Vamp 
Insulation 


LITE WEIGHT 
4-BUCKLE 


FLEECE LINED 
SNO-STORM 


co. 
Main Office and Factory 
Rock Island, Ill. 
Branch Office and Warehouse 
330 Broadway, N. Y., N. Y. 


Visit the National and Servus rooms at the PPSSA 
Trade Show Building, May 3-7, Rooms 434-435-437 
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LOOKING AT IT SQUARELY | 


Could your customers ask for 

anything more than the incomparable comfort, styl- 

ing, construction and good taste, of this new Bass 
~~ Weejun* Tie for men? 

Looking at it fairly . . . try a tie-in? promotion as 

your springboard to livelier selling. 


#This Advertisement will appear in 


MESQUIRE ...... . June 
@ SPORTS ILLUSTRATED. Junet 


@ NEW YORKER... . June6é 


Style 6110 — Fine grain leather; 
two-eyelets; double leather 
soles and heels; popular square 
toe — in Tobacco Leaf Brown. 
Also in Black (#6111). 


Featured 





Who could ask for anything more 
than the incomparable comfort, styling, 
construction, and good taste of this 
wonderfully wearable new Bass 
Weejun* Tie. New Brown dather 
shoes, with apparel Blues. 


originators of Weejuns* 


G. 4. BASS 4 CO., 46 MAW ST., WILTON, MAINE 


Sales Come 
Naturally 
When You 
Feature 


ae Ne 
*T. M. Reg. Originators of Weejuns 


G. H. BASS & CO., Dept. BS-5 Wilton, Maine * 614 Marbridge Bidg., N. Y.C. 1, N. Y. 
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Editorial 
(CONTINUED FROM PAGE 35) 
are up a thumping 7 per cent. 

BLS is contemplating the revision of the structure and 
mechanics of figuring CPI to reflect changes which have 
taken place in buying patterns. When they do, the list of 
types used to measure shoe prices should be greatly ex- 
panded to be more truly representative of the shoes con- 
sumers actually buy and of the prices at which they buy 
them. The limited use, low priced style footwear which 
we know the public buys in such volume, should be well 
represented in the new sample. 

The industry has brought this serious omission in CPI 
to the attention of the Bureau of Labor Statistics on many 
occasions. The September °59 and subsequent Shoe Price 
Indexes will register the necessity for such revision of the 
Index’s “shoe Lasket” forcibly enough to demonstrate to 
BLS the necessity for making this change. 

Every Season Has Its Boot 

(CONTINUED FROM PAGE 45) 
And such types in no way replace the heavy rubber boots 
for these really stormy weather days. Instead, they provide 
that extra pairage that every retailer is constantly looking 
for. 

In the same way, the heavy, sturdy, lined boots cannot 
replace the light types—whether fabric, nylon or plastic— 
which are ideal for packing up small and slipping into a 
pocket or handbag. In this group for women—dquite apart 
from teen-age styling—there are attractive colors and com- 
binations. What is more, they are made in several heel 
heights to meet the variety of heels in today’s style shoes. 
These boots are also being made with light fleece linings 
and are sometimes fur-trimmed so that they become dressy 
town types. 

However, with all the good styling that is being done, 
we note one lack. Where can one find the really pretty 
colorful boot that will complete the summer rainy day cos- 
tumes of the women who are wearing such pretty prints 
and carrying the matching umbrellas shown in this Saks 
Fifth Avenue advertisement? Ask some of the stores that 
carry such rainwear whether they have equally summer-y 
boots and they shake their heads and say that the footwear 
industry has not yet begun to provide such boots to the 
extent and in the variety that they would like to see. Here 
is an opportunity and a challenge for the makers of 
protective footwear. We wish that they would rise to 
meet it. 


As far as the modern heeled shoe is concerned many 
writers attribute its invention to Leonardo da Vinci, and 
that could very well be since he was not only a great 
scientist and engineer, but also a sculptor, painter, me- 
chanic and architect. According to others, Louis XV was 
the originator, but the reason why he did so boomeranged: 
Because he was short in stature it seems that he felt he 
lacked the height compatible with the dignity of being a 
monarch. So he endeavored to add the inches denied him 
by nature by resorting to heels of conspicuous height. He 
wasn't the least bit sensitive about them, and they were 
painted a vivid red in marked contradiction to the black 
fabric of his shoes. But the style caught on so quickly that 
every courtier was immediately seen wearing them—which 
left Louis as short as he’d been before. 

Today we call them “high heeled shoes,” but in other 
times they've borne many differently descriptive names, 
such as chaussure a pont, a pont-levis, and a cric, meaning 
bridge shoes, drawbridge shoes, and clicking shoes—the 
latter because of the tapping noise they made. 
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THE NEW CONTINENTAL LOOK... higher, lighter, closer to the foot. This revolutionary 
new custom-look in men’s shoes is made possible and practical by laminating soft leather with linings 
woven with LASTEX® yarn. With the proper use of LASTEX you can accomplish new achieve- 
ments in design and crafting...shoes that retain their shape longer, are better fitting, more flexible 


and more comfortable. For complete information on elasticizing with LASTEX, contact the 


Textile Division 


United States Rubber 


Rockefeller Center, New York 20, N.Y. 
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extra pairage sales ‘ 





ro-tek-Tiv 
este 


Semi-Straight Last 
BABY SHOE 





This is the shoe you have been waiting for. 


A BRAND NEW Flexible Baby Shoe made over a new semi-straight last! 924: WHITE 
This new Baby Shoe is completely free of metal—even to the eyelets. A.......4% to 6 
The quarters are one piece (no seams) and an extra full-throat opening helps 
to make the shoe easy to slip on and off. Only the very finest of materials B-C-D-E-EE.......3 to 6 
have gone into this new Pro-tek-tiv shoe. The uppers are of top quality, 
lightweight, full grain Elk tannage. Insoles are of the finest flexible splits. PRICE $4.05 


EEE.......44%4 to 6 


Outsoles are Armour’s special flexible sueded finish tannage “‘x’’ bends. § : 
Immediate Delivery 


TERMS: 5% 30 Days F.O.B., Reading, Pa. From Stock 


Curtis -Stephens:Embry _< 


Reading, Pennsylvania 


r FINE QUALITY CHILDREN'S SHOES SINCE 1882 





Retail Trade News 


(CONTINUED FROM PAGE 72) 


And a number of retailers are 
promoting tennis shoes through 
newspaper advertising and window 
display. They are appealing to 
youngsters who begin wearing them 
for school with the advent of warm 
weather. 

Leather casuals for women are 
also selling well, both in the flattie 
styles and on medium wedge heels. 
Here again, the light beiges and 
neutrals are most popular. Tex- 
tured leathers are selling best in 
the casual lines. 

Sales in the men’s shoe depart- 
ments show a steady swing toward 
casual and loafer styles for every 
day wear, especially for spring and 
summer. Casual types are slowly 
replacing 2-tones, and even the 
leather and mesh combinations. 

Footwear of light-weight con- 
struction for men is selling reason- 
ably well. Some resistance to the 
very light shoe is being expressed 
by customers who discover that 
these styles do not hold up nearly 
so well as the sturdier, conventional 
shoe. 


Military Contract Awards 


PHILADELPHIA—The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 

QM 36-243-59-939, rubber knee boots 
—United States Rubber Company, 
Naugatuck, Conn., 10,332 pr. @ $3.65, 
$37,711.80. Bids opened March 5. 

QM 36-243-59-560, black safety shoes 
—John Addison Footwear, Inc., Marl- 
boro, Mass., 17,952 pr. @ $6.92-7.18, 
$126,730.44. Bids opened March 12. 

QM 36-243-59-575, men’s dark brown, 
leather combat boots—B. B. Walker 
Shoe Company, Asheboro, N. C., 10,128 
pr. @ _ $7.87-8.27, $81,435.36. Bids 
opened March 17. 

QM-36-243-59-NEG-393, insulated 
rubber boots, cold dry—B. F. Goodrich 
Footwear & Flooring Company, division 
of B. F. Goodrich Company, Watertown, 
Mass., 5000 pr. @ $28.93, $144,650; 
Bristol Manufacturing Corporation, 
Bristol, R. I., 5000 pr. @ $27.95, $139,- 
750; United States Rubber Company, 
Naugatuck, Conn., 5000 pr. @ $35.22, 
$176,100. Awards made by competitive 
negotiation after proposals were re- 
quested from 17 firms. Proposals re- 
ceived until March 20. 

QM 36-243-59-597, five-buckle rubber 
overshoes—United States Rubber Com- 
pany, Naugatuck, Conn., 36,290 pr. @ 
$3.71-3.91, $186,417.90. Bids opened 
March 24. 
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Fashion Service Reaches 
Producers on 4 Continents 

NEW YORK—A world-wide fash- 
ion service, “Lori of New York,” has 
been established by Arthur Serling, 
sales manager of F. W. Stuart Com- 
pany, Inc., Andover, Mass. Working 
from his New York office, Mr. Ser- 
ling sends 20 to 30 sketches of new 
style ideas for women’s shoes to 
manufacturers in New Zealand, 
Australia, South Africa, South 
America and Europe. 


Drawing on many sources of fash- 
ion information, Mr.. Serling keeps 
his clients informed on style suc- 
cesses in leading stores and of cur- 
rent advertising in The New York 
Times and the New York Herald- 
Tribune. 

Every three months he sends them 
numerous shoes. He also provides a 
special service for his South African 
client through taped recordings of 
interviews with leading U. S. manu- 
facturers and retailers, in which 
they discuss women’s fashions. 








INDEPENDENT 
SHOE 
DEALERS... 


repeat business. 





CAN 
iB 
AN ree a Cc 


THE KEY TO FOOT-BALANCE 


IN STOCK 
No. 665 Brown 
No. 655 Black 


, are using Alden’s Foot- 
Balance” program to build a steady profitable 
A new kind of solid foot 
comfort plus real eye appeal make for easy 


selling. May we tell you about the exclusive 


Alden Foot-Balance” program? 
Cc. H. ALDEN SHOE COMPANY 
Custom Bootnakers Since 1884 
BROCKTON, MASSACHUSETTS 
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what has stripes... 


comes in 


sixteen color combinations... 


lives in a shoe 


...and roars ? 


Princeton’s POLANYL lining... the new light- 
weight STRIPED NYLON FLEECE LINING 
that’s putting new life into boot and slipper sales! 
You may see POLANYL imitated, but you'll 
never see it duplicated . . . because no one yet has 
been able to capture the sharpness of color, the 
wearing quality or the selling-rightness of its 


sixteen color combinations! POLANYL... in 
100% DuPont Nylon... another example of 
Princeton’s leadership ...in styling, quality, 
value, and direct-to-you concepts that make sales! 


princeton 


Princeton Knitting Mills, Inc., 450 Seventh Avenue, New York 1, N. Y. 
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The Kroto Story 


(CONTINUED FROM PAGE 63) 


a mysterious stranger accosted him, slipped him a note 
warning him that he was to be visited again by Storm 
Troopers. With his passport and only $100 in cash, he 
abruptly left Germany, set his sights on America. 

In America only a few days and with only a few 
dollars left in his pocket, he bought a train ticket for 
Manchester. New Hampshire. He had remembered a visit 
years earlier in Berlin, from an executive of the J. F. 
McElwain Co. The man had been his guest. This man 
hadn’t forgotten and opened his home to the down-and-out 
Kroto. His name was Francis P. Murphy and he had 
become Governor of the state of New Hampshire. 

It was now 1937, and Hans Kroto was 40, ready to start 
again at the bottom. He hitch-hiked to Los Angeles and 
after two weeks landed a job—as a groom for polo horses. 
He grins in remembrance: “I had returned to my first love, 
horses.” 

One of his next jobs was as a chauffeur. One day he 
drove an elderly couple to Mexico, to start a tour around 
the country. There, for the first time, he saw huaraches, 
the leather-woven footwear peculiar to that country. He 
bought a couple of pairs, took them back to the States. 
In California, he learned, huaraches could be purchased 
only in gift or curio shops. He was convinced that the 
U. S. market for these shoes had bigger possibilities. 

Though without funds or credit, but with typical per- 
suasiveness, Kroto convinced a West Coast shoe chain 
buyer to give him a letter of credit to buy a large lot of 
these shoes in Mexico and launch a promotion of them 
in the chain’s stores. The first purchase lot for this chain 


was 5000 pairs, followed by another 20,000. And Hans 
Kroto was back in the shoe business. And soon he had 
his own importing firm, bringing in huaraches and selling 
them to shoe stores all over the U. S. 

After Kroto had successfully established a Mexican shoe 
export business, he sought a permanent berth in this 
country and soon joined the Cambridge Rubber Company 
as executive vice president. 

The year 1941 was a particularly memorable one, for it 
was then that he became an American citizen, and it was 
also the year he met his wife. 

Shortly after Kroto joined Cambridge Rubber he was 
styling some new concepts in rubber and rubber-canvas 
footwear. These not only sold in the millions of pairs 
but did much to bring attention to Cambridge Rubber for 
its styling leadership in the field of rubber footwear. 

A spectacular growth started about 1947, with the in- 
troduction of a relatively new kind of footwear, casual- 
styled rubber-canvas shoes for men, women and children. 
In 1947, some 2,000,000 pairs of these were produced by 
the industry; today they have expanded to an output esti- 
mated at around 65 or 70 million pairs. Hans Kroto has 
played a leading role in the growth of this classification 
of footwear, not only with creative styling ideas, but also 
with his initiative in their merchandising and promotion. 

Hans Kroto, now in his early sixties, is still an expert 
horseman as well as an expert shoeman. In his life he has 
ranged the whole ladder, from bottom rung to top. With 
his rich background, his talents and perseverance, there’s 
every certainty that his hold on the top rung will remain 
permanent. 

In May, 1959, Hans Kroto will have served the shoe 
industry 40 years. 20 of these years associated with Cam- 
bridge Rubber Co. ® @ ® 








CONVERTIBLE 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 


and day. 


ROTO-LOK 
€ INSERT 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 


the position the doctor 


desires. 


EQUINO-VARUS 


TRaoe Mann 


PROTRACTOR 
EMBOSSED ON 


SOLE OF SHOE 
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BAR INTERCHANGEABLE 
WITH FILLAUER CLAMP 
TYPE OR RIVET-ON BRACE 


MANUFACTURED EXCLUSIVELY BY 
R. J. POTVIN SHOE CO., BROCKTON, MASS. 





1. Every pair of PLAY-POISE 


shoes will come packed with 
an Autostock Control Card 
in the box. Now you can 
perpetuate your inventory 
— also size up immediately. 
When you sell shoes of a 
style and size simply fill in 
the card with your store 
name and address. This is 
your order to fill in that 
style and size. 

















The Autostock Control Card 
carries the shoe style num- 
ber and size stamped in 
two places. Simply tear off 
the Control Card Strip—this 


for up- -to- the- minute PLAY-POISE 


J. 


The Autostock Control Card 
is pre-addressed to VIR- 
GINIA SHOE COMPANY. 
The postage is paid—all you 
do is drop the card in the 
mail. (Virginia Shoe Com- 
pany will provide postage- 
paid envelopes for you to 
mail more than one card). 


dealers 


is the record of your order. 


y 


How to 


MP ANY 
VIRGINIA ever sence VIRGINIA 
FRED 


| get off 
* the Hook! 


No more getting hung up with a short 
supply of numbers and sizes ...no more 
lost sales from a poor fill-in system. Now 
you can fill-in immediately and no small 
order charges either. You'll find the 
Autostock Control Card developed by 
Virginia Shoe Company the best medi- 
cine ever for “sagging sales”! You'll 
soon wonder how you ever got along 
without it. 

Once again Virginia Shoe Company is 
proud to offer a new service to forward- 
thinking PLAY-POISE dealers all over the 
country. 


pLAY- POISE 


VIRGINIA SHOE COMPANY, INC., FREDERICKSBURG, VIRGINIA 
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Manufacturing News 





New York State 


New YORK shoe manufacturers are going along with 
the prevailing leather crises as best they can. They are 
buying only their absolute basic needs in leather. Actually, 
they have no alternative, because leather prices have been 
skyrocketing. There have been as many as three increases 
within one week. Many of them feel they have reached the 
point where they cannot absorb any more increases. 

For the most part, no one wants to be a hero. They just 
want to keep production going and stay in business. Profit 
is something they had in the past and will have again, 
in the future. Even those manufacturers who were fortu- 
nate enough to have ample leather inventories, at reason- 
able prices, have had to think in terms of replacement and 
have been obliged to raise their prices. 

Increased leather prices have resulted in increased shoe 
prices. In some cases—the popular price ranges—the in- 
creases have amounted to anywhere from 15¢ to 25¢ a pair, 
across the board. Manufacturers of high quality shoes, who 
use premium leathers, have been affected most. They have 
had to increase their prices 50¢ to 75¢ a pair. But they 
have not increased prices arbitrarily as proved by the fact 
that in those cases where they could absorb or substitute 
they held prices firm. 

Manufacturers are aware that retailers too have a satura- 
tion point beyond which they cannot accept price increases 
and still stay in business. When prices get too high, the 
merchant is forced into higher price categories. He then 
has to look to new resources. This is not a happy situation. 

In the meantime, production goes on. Retailers must have 
shoes for their customers and they have been buying them. 
Those in the high quality category sampled and placed 
orders during the Guild of Better Shoe Manufacturers 
Week. Those in the popular price brackets are looking to 
the current PPSSA Show to clarify where they stand with 
the manufacturers. 


New England 


New ENGLAND manufacturers of volume grade shoes 
are looking to the Popular Price Shoe Show in New York 
for the bulk of their fall orders. Few have been placed to 
date because of the impossibility of figuring costs. 

It was hoped that by May 1 some measure of price 
stability might have been reached and that big buyers 
could then be persuaded to pay the increase forced on the 
industry by the runaway hide market. It was the opinion 
of many that these increases would be about the same as 
those recently put into effect by the makers of branded 
lines. Their increases averaged from five to seven per cent, 
some across the board, others figured item by item. 

Tanners are as hard hit as the manufacturers of shoes. 
As of the first week in April there were no signs of a 
let-up in the upward spiraling price of hides. One such 
increase, announced on April 7, was four cents, said by 
many to be the largest single advance seen for many years. 
Tanners have been buying hides when available and pric- 
ing their leather on ever-mounting replacement cost. 

In the meantime, manufacturers of better grade shoes 
are having a somewhat easier time booking business since 
it is in these grades that there is less price resistance from 
retailers. These latter feel that the consumer, in turn, will 
accept the newer price levels. 
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THE TOUGHER HIS JOB 


THE MORE HE BABIES HIS FEET 


He has to. His feet are his livelihood. And the life 
of his foot is in the sole of his shoe. That’s why Vul- 
Cork soles are worth more to him. 

They’re important to his job, and his day’s 
comfort is your day’s business. 


Vul-Cork Sole Div., Cambridge Rubber Co., Taneytown, Md., Makers of MZNICIR' 


kK 


so light, so flexible, so resilient,you can roll them up. . .right in the palm of your hand. 





Salesmen on the Road... 





Send contributions to: 


Help the Retailer Advertise 


SALESMEN are urged to help 
their retail customers plan effective 
advertising in the current “Opera- 
tional Know-How” correspondence 
lesson in the Salesmen’s division of 
Independent Shoemen. 

Use of the firm’s cooperative ad- 
vertising budget is suggested as a 
means to help double the customer’s 
advertising dollars. Salesmen are 
also reminded to watch peak selling 
periods, special promotions and 
point-of-sale material. 

Encouragement of an established 
advertising budget for all custom- 
ers is also a key point in the educa- 
tional material. 


NSTA Names Directors 

ALL past presidents of National 
Shoe Travelers’ Association are to 
be made directors. This is the re- 
sult of action taken at the recent 
mid-year meeting of officers and di- 
rectors. Starting with his third 
year as director, each member be- 
comes an honorary director for life 
with full privileges except voting 
and expense allowance. 


Successful Salesmen .. . 


FOR the third year in a row, Bill 
Justin of Abilene, Tex., has been 
named top salesman of the year for 
the Justin Boot Company, Fort 
Worth. He was presented a citation 
by John Justin, Jr., the firm’s pres- 
ident, at a dinner climaxing a re- 
cent four-day nation-wide sales 
meeting. 

Bill Williams of Boonville, Mo., 
was cited for exceeding his quota in 
the boot division. Top man in the 
belt division was Bill Straughan, 
Shreveport, La., and in the leather 
goods division, Bob Evans, Encino, 
Cal. 

s . es 

Al Pergament of Atlanta has re- 

cently won his second sales award 


Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Greenwood Bled., Evanston, Il. 


the Big T Shoe Company. (Last fall 
he won the Star Salesman award 
for his firm at the time of the Na- 
tional Shoe Fair.) He was present- 
ed with a diamond lapel pin at the 
firm’s sales meeting. 

Outstanding Big T salesmen re- 
ceived wrist watches for excellent 
sales performance and promotion of 
their respective lines. They were 
Ed Englander for Penobscot Tram- 
peze, Henry Miller for Maine Aires, 
and Mr. Pergament again for Old- 
maine Trotters. 


Coaching Is His Sideline 


Gene Sackett travels over 50,000 
miles a year to represent Laconia 
Shoe Company, Inc., of Laconia, 
N. H. He also has just as rugged 
a schedule “on the side” as athletic 
coach and officer in several organi- 
zations. 

He is first vice-president of the 
Middle Atlantic Shoe Travelers. 
He is blood donor chairman of Jew- 
ish War Veterans Post 176, in the 
West Oak Lane section of Philadel- 
phia. He is a member of B'nai 
B’rith and an advisor to the Stanley 
Levitt chapter of AZA. 

He coached three 
teams this past season. 
them, representing the Mt. 


basketball 
One of 
Airy 


by BERNICE S. DECKER 


Jewish Community Center, captured 
a Philadelphia city championship. 

Mr. Sackett played semi-profes- 
sional basketball and baseball some 
years ago and also was a tennis en- 
thusiast. In addition he was a 
weightlifter and boxer. (He fought 
under an assumed name because 
his family didn’t approve of box- 
ing.) He tried wrestling for a few 
years, but reports he “took some 
beatings there.” 

From his home base in Philadel- 
phia he travels Pennsylvania, New 
Jersey, Maryland, Delaware, West 
Virginia, Virginia and Washington, 
D. C. He has been a shoe traveler 
for 15 years, representing Laconia 
for seven. 


Dinner for a Traveler 


MORE than 50 Ohio shoe retail- 
ers recently turned the tables on 
one of their veteran shoe travelers. 

For years W. J. (Bill) Harney 
had been taking them to dinner. He 
retired recently as Ohio represen- 
tative for Vitality Shoe Company. 
Just before he did so, a number of 
Ohio Vitality retailers honored him 


Ohio retailers honor W. J. (Bill) Harney on his retirement after 27 years with 

Vitality. Pictured {clockwise from front}: Mrs. Thomas Wren, Stone Shoe Store, 

Cleveland; C. L. Hein, Vitality general manager; Mrs. Alice Roberts, president 

of Stone Shoe Store; Bertram Lustig, chairman of the board, Lustig's Shoes, 

Youngstown; Mrs. Harney; Mr. Harney; Mr. Wren (standing); Mr. and Mrs. 

Dick Kremer, Dick Kremer Shoes, Marietta, and Merle Wilson, Jack & Jill Shops, 
Lakewood. Dinner was at Cleveland's Hotel Manger. 


of the year. He was named “Big T 
Salesman-of-the-Season” in recog- 
nition for his outstanding over-all 
promotion, merchandising and 
salesmanship for spring, 1959, for 
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at a special dinner at the Hotel 
Manger in Cleveland. 

They represented 17 shoe stores 
in 11 Ohio cities. In addition to 
Cleveland, shoe stores in Canton, 
Shaker Heights, Lakewood, Colum- 
bus, Coshocton, Marietta, Mans- 
field, Sandusky, Toledo and Youngs- 
town were represented. Many deal- 
ers who could not attend sent tele- 
grams. 

C. L. Hein, general manager of 
Vitality Shoe Company and a direc- 
tor of International Shoe Company, 
came from St. Louis to help honor 
Mr. Harney. 


¢ Books 
Planning for the Anniversary 


Anniversary Celebrations Made Easy, 
by John D. Peel. 301 pp. Philadelphia: 
Chilton, $5. 

“Anniversary Celebrations Made 
Easy” will help anyone charged with 
the responsibility to set up and pub- 
licize a public anniversary celebra- 
tion. 

The book is a combined manual 
of procedure, workbook and source 
book of ideas for the staging of 
such celebrations. 

It provides organizing and pub- 
lic relations instructions which are 
applicable whether the celebration 
is sponsored by industry, a civic 
group, a religious group or an edu- 
cational group. 

The detailed step-by-step presen- 
tation makes it of incomparable 
value to those new to the promotion 
field. 


e Trade Literature 


Manual on Perforating 


A 16-PAGE manual entitled “Per- 
forating, Slitting and Blanking” and 
discussing applications to hides, 
coated fabrics, plastics, rubber and 
other products, is being made avail- 
able by Perforating Industries, Inc., 
Roselle Park, N. J. Prepared to 
serve as a working tool, the manual 
covers materials, patterns and speci- 
fications. 


Felt Swatch Folder 

NEW YORK—A fashion felt 
color chart and swatch folder dis- 
playing more than 70 colors is being 
made available by Continental Felt 
Company, New York. 
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Letters... 
To Combat Fancy: Research 


We read with interest William A. 
Rossi’s article in the March 15th issue 
entitled “Fact Versus Fancy” in the shoe 
industry, because it is this sort of thing 
that we have to deal with in our type of 
business [feature footwear] where cus- 
tomers are seeking an answer to shoe 
problems—and in order to prove any 
merit of our product, we have to produce 
those answers. 

There is little doubt that our segment 
of the industry has produced a lot of the 
fancy. But it also, in many instances, has 
struggled alone to find the facts and the 
answers to many shoe problems. In our 
own mind, there is only one way this 
will ever be corrected, and that is through 
education and through the establishment 
some day of a research organization that 
is recognized and accepted by the entire 
shoe industry. 

W. W. GALLAHER 
VICE-PRESIDENT-SALES 

FOOT-SO-PORT SHOE COMPANY 

OCONOMOWOC, WIS. 


Correct Result, Wrong Union 


An otherwise good news story concern- 
ing the Teamsters Union, on page 16 of 
your issue of April Ist, is somewhat 
spoiled by an obvious error of fact. 

Mention is made of the Walker T. 
Dickerson Company, Columbus, O. It 
appears erroneously that Dickerson em- 


ployees rejected the Boot and Shoe Work- 
ers’ Union in an NLRB election at that 
plant at the end of 1958. 

The United Shoeworkers of America 
did conduct an election among Dickerson 
employees in Columbus at that time. The 
results are correctly reported, but the 
Boot and Shoe Workers’ Union was not 
involved. 

WILLIAM N. SCANLAN 

PUBLIC RELATIONS 
BOOT AND SHOE WORKERS’ UNION 
BOSTON, MASS. 


Labeling: Porter Bill Defended 


I cannot understand why any ethical 
manufacturer or retailer should be op- 
posed to the proposed Porter shoe label- 
ing law. I can readily understand why 
the big shoe chains would vociferously 
oppose this law, as for example in chil- 
dren’s shoes many of them offer attrac- 
tive shoes with plastic quarter linings, 
paper insoles and counters, low-grade 
upper leathers sewn with an inexpensive 
thread, in one width—wide. 

All of us are in business to serve the 
consumer—he’s the guy foots the 
bill and I believe he has a right to know 
what he’s getting for his money. If he 
wants cheap shoddy merchandise, let 
him buy it. However, with an adequate 
shoe labeling law, he can at least find 
out what he gets for his buck. 


who 


0. J. DORN 
DORN’S BOOT SHOP 
MENASHA, WIS. 





Modernistic Salon Emerges After Remodeling 





This strikingly modern shoe salon is a feature of a recently remodeled junior de- 
partment store, Miller's, in Charleroi, Pa., a Pittsburgh suburb. Larry Blasko, 
manager of this leased department, is one of a staff of three. Women's shoes, 
priced from $14.95 to $26.95, include such lines as |. Miller, Customcraft, Mar- 
tinique, Capezio, Selby Arch Preserver, Shenanigans, Jocelli, Pavilia, Risque, Old- 
maine Trotters, and Oomphies slippers. For children Miller's carries Kali-sten-iks. 
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Shoe News 





Retailers Reject ‘Wait-and-See’ Policy: 


Buying Keynotes St. Louis Show Despite Price Hikes 


The first St. Louis showing to in- 
clude non-local exhibitors drew 
close to 4000 visitors. With 
further price increases looming, 
retailers gained a measure of se- 
curity for fall by making early 
buys. Most merchants felt that 
the higher prices will not appre- 
ciably slow consumer buying. 


By VIRGINIA MARSHALL 


ST. LOUIS—The nation’s retailers 
put a new tune on their record play- 
ers this year when they thronged the 
display rooms at the 13th annual 
Fall Showing put on by the St. Louis 
Shoe Manufacturers Association in 
mid-April. 

The old record, “We’ll Go to St. 
Louis and LOOK,”’ gave way this 
year to a strong new voice sing- 
ing ‘“‘We Went to St. Louis and 
BOUGHT.” 

By buying, retailers made their 
own hedge against further price ad- 
vances. Through early buys at this 
fall opening, dealers achieved a 
“somewhat secure” feeling — they 
can count on the wholesale prices of 
at least part of their fall shoes. 

Just under 4000 visitors converged 
on the city for the four-day event. 
Said one manufacturer: “This is ter- 
rific. The registration desk says at- 
tendance is up, but it looks to me 
like it’s double last year’s crowd.” 
Said another: “We had to close our 
display room doors at one point!” 

Opening the show for the first 
time this year to non-local firms con- 
tributed substantially to the over-all 
quality of the session. With a new 
factor added to the shoe show equa- 
tion, it appeared that St. Louis pro- 
ducers tried perhaps considerably 
harder to “hawk their wares” with 
enthusiasm and energy. 


For ‘Outsiders, New Vistas 
For the outside firms who showed 
here for the first time, displaying 
opened up new channels and vistas. 
As one eastern manufacturer said, 
“Coming here has been a great thing 
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for us. Our sales staff is limited and 
we don’t get the chance to make as 
many contacts with retailers as we 
would like. Here in St. Louis we have 
really broadened our horizons—and 
have put our foot in the door on a 
sizeable volume of extra business.” 

The muddled subject of prices 
took first importance in every visit- 


gone wild, but I’m not going wild 
with it!” 

This reaction by store owners and 
buyers turned out to be somewhat 
different from what producers antic- 
ipated. It was generally felt in pre- 
show weeks that price advances 
would deter retailers, confuse their 
thinking on the subject of fall buys, 


Have Surrey, Will Travel—these vehicles transported visitors between downtown 

hotels during the St. Louis show. Shown keeping one foot on the ground is M. L. 

Claybrooke, assistant shoe buyer, William H. Block, Indianapolis, Ind. Already 

aboard are (left to right), Henry Sachsman, casual shoe buyer, and R. W. Shackel- 

ford, merchandise administrator, both from Macy's, California; Dorothy Goodridge, 

fashion coordinator, Dave Rockman, shoe buyer, and Harold Gill, assistant buyer, all 
of William H. Block. Coachman holds the reins. 


ing retailer’s looking and talking. 
Generally speaking, retailers took 
price increases right in their strides. 
Since the show opened on the heels 
of announced increases by major 
firms, dealers geared their display 
room rounds toward adaptation of 
the advances into their own buying 
plans. 

But the most important develop- 
ment was that they bought shoes. Re- 
tailers liked what they saw for fall. 
They also felt that it was good sense 
to buy early at higher but established 
prices, rather than waiting to buy 
later at prices higher still by some 
enigmatic amount. As one buyer ob- 
served: “The leather market has 


and make the St. Louis Show more 
ot a looking show—and less of a buy- 
ing one—than ever. 

Such was not the case. On Sun- 
day, retailers looked, but starting 
early Monday morning they began 
placing their orders and the pat- 
tern continued steadily. “We started 
‘working’ 24 hours earlier this year 
than usual,” observed the head of 
one firm. “And initial buys are not 
merely tokens written on basic fall 
shoes. Our accounts are definitely 
not playing a wait-and-see game this 
year.” 

Orders on the books now for fall 
footwear have convinced many pro- 
ducers that the last half of 1959 is 
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Nearly 4000 visitors attended the St. Louis Shoe Show in 
Here Frank J. Becsey (left), 
buyer at Block & Kuhl, Peoria, Ill., registers along with Mr. 
and Mrs. John Rodgers Ill of Gerhart Shoes, Bloomington, 
while cheerful clerk looks on. 


mid-April. 


Hl., 


going to equal or better the volume 
of business done in the active spring 
of this year. 

During show days, retailers from 
all parts of the country were quizzed 
on their reactions to the recent up- 
ping of shoe prices at the wholesale 
level. More than three-fourths of 
those interviewed reported that in- 
creased shoe prices are not going to 
bring about any serious slowdown 
of consumer buying in their opera- 
tions. 

Family incomes are up. Family at- 
titudes have become hardened to the 
reality that almost every item pur- 
chased is up at least a small amount. 
Families will continue to buy the 


Barry Paris, of Walker's Boot Shoppe, Chilli- 
cothe, Mo., takes time out during the Fall 
Showing to get a free shine. Ron Graffouliere, 
partner in Rogers Shoes, Galesburg, Ill., and 
Gladys Walker, Walker's Boot Shoppe, Chilli- 


cothe, Mo., look on. 
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children's shoe 


shoes they need, retailers say, and 
the women will continue to buy the 
shoes they want. 

The average woman trying on a 
shoe does not stop to ponder over 
whether the pair costs a dollar more 
than shoes of comparable quality 
last year. If she wants it, she’ll buy 
it—so said the retailers. And their 
buying plans for fall include laying 
in stock in sufficient depth and va- 
riety so that women will find shoes 
that they want. 

Retailers have worked out their 
own individual systems for incorpo- 
rating the increased prices into their 
specific stores. Extra-careful buying 
—not less buying—seems to be the 


Copies of the Shoe Fashion Board of St. Louis’ fall trends 

booklet absorb the attention of (left to right) Paul Londe, 

children's shoe buyer, Cutter-Karcher Shoe Company, St. 

Louis; Bill Sinden, Chicago supervisor for Cutter-Karcher, 
and Thurman Jones, The Fair, Beaumont, Texas. 


keynote. One dealer stated that he 
will reduce his commitments for wo- 
men’s dress shoes and step up the 
casual types, in line with fashion’s 
forecast toward walking shoes for 
fall. 

Another dealer said that he has 
added a lower price line for fall, not 
entirely because of the price in- 
creases, but because he aims at 
widening the gap between his price 
lines. Many department heads said 
that they will have to raise their re- 
tail prices, but that they would at- 
tempt to hold the established price 
line on some patterns in a line, letting 
other patterns absorb the extra. 

(CONTINUED ON PAGE 96) 


Coffee was on the house for show visitors. Shown, left to right, enjoying cups, 
are Herman Litman, shoe buyer, Duluth Glass Block, Duluth, Minn.; Charles 
Inge, vice-president, McCoy's Midwest Shoes, Centralia, Iil.; Chic Cairns, 
merchandise manager, John Wanamaker, Philadelphia, and Morton Peskin, Jr., 
of Peskins, Inc., Cumberland, Md. The show was the 13th held and the first 


opened to non-local manufacturers. 
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High-Fashion Store Adds ‘Tall Girl Shop’ 


GRAND RAPIDS, MICH.—Ehin- 
ger Shoes, a high-style shop for 
women, marked its 10th anniversary 
here by adding 1000 square feet 
and naming this area the “Ehinger 
Tall Girl Shoe Shop.” 

The addition is connected with 
the original store, which covers 
1200 square feet, but it is a shop 
in itself, devoted to the woman of 
fashion-model height who has diffi- 


the modern benches and stools are 
of foam rubber upholstered in 
black. Benches are used in place 
of chairs. 

The Tall Girl Shop can be en- 
tered from the street or from the 
main store. It is on a lower level, 
and as the customer descends the 
stairs from the main store, she sees 
herself in a full-length mirror on 
the opposite wall. Underneath this 


Part of the "Tall Girl Shop" at Ehinger Shoes, Grand Rapids, Mich. Spotlighted 
diamond-shaped wall displays with racks for shoes and handbags are a feature. 


culty in getting the correct shoe 
size. 

Prominent brand names in fash- 
ion footwear are featured in sizes 
from 9% to 12, AAAAA to B. 

“We feel that the tall girl has 
been neglected in high-style foot- 
wear,” said Ray Ehinger, owner of 
the store. 

“Apparently there has been a 
need for just such a shop as this,” 
he added, “because we have been 
getting business from all over the 
state, plus other states such as 
Texas and California, in the short 
time that we have had this addition 
to our business.” 

The Tall Girl Shop is modern in 
decor. Walls are of soft lavender 
with diamond wall displays in soft 
gray, yellow, blue, green and pink. 
In each diamond is a display rack 
for shoes and bags, and each has a 
spotlight for a dramatic effect. 

The shop is carpeted in gray and 
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mirror, and all mirrors of the shop, 
are display racks. 

Recently added to Ehinger’s main 
store is a handbag tree which has 
caused favorable comment and in- 
creased sales. The tree is silhou- 
etted against a white brick wall and 
makes a striking display with va- 
ried colored bags. 

Another innovation is a white 
metal cart resembling a flower cart 
placed in the middle of the store 
to display fancy bows for shoes. 
Ehinger’s has the largest bow dis- 
play of any shoe shop or depart- 
ment store in Grand Rapids or 
vicinity. 

The firm has experienced a re- 
markable growth in the 10 years 
that it has been Grand Rapids’ lead- 
ing high-style shop for women. 
When Ray Ehinger opened his store, 
he had two employees. Now he has 
seven full-time employees and two 
part-time helpers. 


200 Lines to Be Represented 
At Boston Show May 17-20 


BOSTON—Salesmen representing 
approximately 200 manufacturers of 
branded lines have reserved sample 
rooms at the Parker House here for 
the Fall Shoe Show sponsored jointly 
by the hotel and the Boston Shoe 
Travelers’ Association. This year’s 
show opens May 17 for four days. 
A large attendance of retailers from 
all six of the New England states 
is expected. 

As has been the case for several 
years, arrangements have been made 
to use the hotel’s Old Boston Room 
on the first floor as registration 
headquarters. Here too, refresh- 
ments will be served and exhibiting 
salesmen will be permitted to dis- 
play a few of the outstanding shoes 
in their lines. 

A feature of the show will be an 
evening banquet and entertainment 
for retailers on May 20, the closing 
day. This will be held in the Roof 
Ballroom of the hotel. 


Second Miami Beach Show 
Set for September 26 to 30 

MIAMI BEACH, FLA.—At least 
300 shoe manufacturers are expected 
to exhibit their lines at the second 
Miami Beach Shoe Show, Septem- 
ber 26-30. Mike Harris, president 
of the show, made the estimate on 
the basis of advance reservations. 

Like last September’s event, when 
some 200 manufacturers were rep- 
resented, the show will be in the 
Deauville Hotel. 

According to Mr. Harris, the 1958 
showing attracted buyers from all 
over the U.S. He predicted an even 
larger registration this time, with 
some buyers coming from Latin 
America. 

Other show officers are Lynwood 
L. Conrad, vice-president; Morris 
Segall, treasurer, and Janet Rauch, 
secretary. 


Rochester Shop Installs Salon 

ROCHESTER, N. Y.—Davids, a 
women’s specialty store, has com- 
pleted a refurbishing program fea- 
turing the introduction of a new 
shoe salon on the main floor. Ray 
Sarkis, who has been prominent in 
the retail shoe field in this city, 
has been appointed manager of the 
salon. 
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THIS MONTH 


lowa Shoe Travelers’ Association, Fall 
Shoe Show, Fort Des Moines Hotel, 
Des Moines 
Ohio Shoe Travelers Club, Fal! Shoe 
Show, Deshler-Hilton Hotel, Columbus 
May 3-5 
Mountain States Shoe Travelers’ Asso- 
ciation, Fall Shoe Show, Albany 
Hotel, Denver May 3-5 
Southeastern Shoe Travelers, Inc., Fall 
Shoe Show, Henry Grady, Dinkler 
Plaza, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta 
Midwest Shoe Travelers’ Association, 
Fall Shoe Market, Hotel Morrison, 
Chicago 
Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, Hotels Sheraton- 
McAlpin and New Yorker, and New 
York Trade Show Building, New York 
May 3-7 
Middle Atlantic Shoe Travelers, Inc., 
Fall-Winter Shoe Show, Benjamin 
Franklin Hotel, Philadelphia....May 9-12 
Michigan Shoe Travelers’ Club, Fall 
Shoe Fair, Statler-Hilton Hotel, 
Detroit May 10-12 
Southwestern Shoe Travelers’ Associa- 
tion, Adolphus, Baker, Southland and 
Statler-Hilton Hotels, Dallas....May 10-13 
Shoe Manufacturers’ Association of 
Canada, Management Conference, 
Queen Elizabeth Hotel, Montreal..May 14 
Mid-Continent Shoe Travelers Associa- 
tion, Fall Shoe Show, Biltmore Hotel, 
Oklahoma City, Okla. ........ May 17-18 
Pennsylvania Shoe Travelers’ Associa- 
tion, Fall Shoe Mart, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
May 17-20 
Boston Shoe Travelers Association, Fall 
Shoe Show, Parker House, Boston 
May 17-20 
West Coast Shoe Travelers’ Associates, 
Fall Shoe Show, Alexandria and Bilt- 
more Hotels, Los Angeles 
Michigan Shoe Travelers’ Club, Western 
Michigan Shoe Fair, Pantlind Hotel, 
Grand Rapids, Mich 
Accounting and Office Management 
Clinic, National Shoe Manufacturers 
Association, Statler-Hilton Hotel, New 


York 
Central States Shoe Travelers, Heart of 
America Shoe Show, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
May 24-26 


JULY 


Baltimore Shoe Club and Associated 
Shoe Travelers of Baltimore, Baltimore 
Shoe Show, Lord Baltimore Hotel, 
Baltimore .. 

Michigan Shoe Travelers’ Club, Summer 
Shoe Fair Caravan, Statler-Hilton 
Hotel, Detroit 


AUGUST 


Allied Shoe Products and Style Exhibit, 
Spring and Summer, New York Trade 
Show Building, New York City. .August 1-4 

Leather Show, Spring and Summer, Tan- 
ners’ Council of America, Waldorf- 
Astoria, New York August 4-5 

Merchandising Clinic, National Shoe 
Manufacturers Association, Statler- 
Hilton Hotel, New York August 6-7 
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‘Largest Shopping Center Shoe Store’ Planned 
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Architect's conception of large Nordstrom's unit planned for Portland, Ore., center. 
It will be across a landscaped mall from Best's, apparel store. 


PORTLAND, ORE.—Nordstrom’s, 
Inc., large Pacific Northwest retail 
shoe firm, has leased space in the new 
Lloyd Center at Portland, for what 
the firm describes as “the largest 
shopping center shoe store in the 
Usage’ 

The store will occupy a 100 x 100- 
foot corner building. Three sides 
of it will be devoted to window and 
display space. 

In the store will be chairs for 


120 customers and a stock. of more 
than 50,000 pairs representing 23 
lines of men’s, women’s and chil- 
dren’s shoes. 

John Graham and Company of 
Seattle and New York is the archi- 
tect. 

The store will be Nordstrom’s 
second in Portland. The first was 
opened a year ago. 

Nordstrom’s has headquarters in 
Seattle, Wash. 





For detailed shoe 
descriptions write for 
PRICE LIST 





NEW YORK 1, N.Y 


71 WEST 35TH ST 


MRS. DAY'S Id. ae - as 


ORIGINATIONS 


ARE THE ““HIT‘’’ OF THE SEASON! 
We suggest you keep your stocks complete 
with these charming warm weather styles. 


€ its \ Style No. 740 
~ > 4 jah 


SP 


Play Shoes - Dress Shoes — Oxfords - Sandals - Slippers — Beach Styles - 
Delectable Shoe Straw Fabrics In A Beautiful Array Of Colors 


MRS. pays Ydeal pay SHOE CO., INC, 


DANVERS, MASSACHUSETTS 


924-A MERCHANDISE MART 
CHICAGO 54, ILLINOIS 


6-104 MERCHANDISE MART 
DALLAS, TEXAS 
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Fontius of Denver Cited for Store Lighting 


By VIVIAN ANDERSON 


DENVER —“The Fontius Shoe 
Company downtown store here en- 
joys the highest lighting level of 
any shoe store in the nation—300 
footcandles.” 

Thus reads a nationwide award 
citation given to Fontius Shoe Com- 
pany and Carl Schranz, Jr., an illu- 
mination engineer who installed the 
Fontius overhead and display light- 
ing fixtures last year. 


the inside. And it has proven the 
best attraction-getter we ever have 
had at any store.” 

GE based the award on “three 
A’s”—attention, atmosphere and ap- 
praisal. Mr. Schranz, of Denver’s 
Newman-Schranz Lighting Com- 
pany, an illuminating engineer for 
30 years and an expert in the store- 
lighting field for 20 years, said he 
had used in a large-area lighting 
unit 32 300-footcandles (F96PG 17 
CW lamps). The unit was con- 


Interior view of Fontius Shoe Company's downtown Denver store shows the 

fluorescent lighting installation which brought the firm top store-lighting honors 

from General Electric. Carl Schranz, Jr. (left), illuminating engineer who installed 
the fixtures, also was honored. 


The top award for store lighting 
was made by General Electric's 
Large Lamp Department at Cleve- 
land. First-place winners were 
named also in other classifications: 
foundry, business office, assembly 
plant, service station, college office 
and school gymnasium. 

The Fontius Shoe Company store 
achieved its higher light level by 
use of Power Groove fluorescent 
tubes, which give more than three 
times the illumination of conven- 
tional fluorescent tubes per lighted 
foot. Harry Fontius, Sr., president, 
and Harry Fontius, Jr., manager of 
Fontius’ chain of stores in the 
Mountain States area, said that they 
had included the new lighting sys- 
tem in outside displays placed in 
the store’s broad entrance. 

“It was the best investment we 
ever made,” said Mr. Fontius, Sr. 
“The display case on the outside is 
lighted with the same intensity as 


structed of 25 per cent uplight in- 
dustrial fixtures mounted above a 
lowered ceiling. 

The unique lengthwise grooves 
along the fluorescent tubes help 
make them the most powerful in the 
country, he said, consistent with the 
new era in lighting where levels are 
measured in hundreds, not dozens of 
footcandles. 

Mr. Fontius and Mr. Schranz each 
received an engraved plaque. 

The lighting installation was a 
part of a $25,000 remodeling pro- 
gram in the store last summer, of- 
ficials said. 

. . o 

Harry E. Fontius, Jr., general 
manager and secretary of Fontius 
Shoe Company, Denver, has been 
elected to the board of directors 
of Downtown Denver Improvement 
Association. He is also on the 
board of Denver Retail Merchants 
Association. 


National Shoes Contest Offers 
Summer Trips to Teenagers 

NEW YORK — Three teenagers 
from the seven-state area covered by 
the National Shoes chain will be 
awarded 35-day tours this summer 
through the U. S. and Canada. A 
“Teen-Trip Contest” is being co- 
sponsored by National along with 
Simmons Tours, Inc., large travel 
agency. 

The competition, open to boys and 
girls 13 to 18, requires completion 
of the sentence, “I want to see 
America because . in 25 words 
or less. Entry blanks are available 
at National Shoe Stores in New 
York, New Jersey, Connecticut, 
Massachusetts, Maryland, Pennsyl- 
vania and Virginia. 

The three top winners will also 
receive shoe wardrobes. Eleven hun- 
dred record albums will also be given 
out. 


” 


100-Pair Window Display 
Sparks Springtime Selling 

SYRACUSE, N. Y. — Direct sell- 
ing from a colorful “mass display” 
of women’s shoes all along 60 feet of 
its downtown store’s windows helped 
The Addis Company achieve “an ex- 
cellent spring business.” According 
to Buyer Frank Stapleton, more than 
100 pairs were used to attract the 
attention of passersby. 

“It’s been a great spring for color, 
anyhow,” claims Mr. Stapleton, “and 
for weeks we had nothing but tele- 
phone calls asking for those partic- 
ular shoes the women had seen in the 
windows.” 

The effect produced by the shoes, 
arranged side by side to outline the 


-lower edge of the windows, was in 


startling contrast to the store's 
usual conservative treatment of 
footwear in its windows. 


Houston Group Will Expand 
HOUSTON—This city’s Poll Par- 
rot family shoe stores will expand 
their retail operations to include all 
of Texas in a few years, according 
to Maurice Margolis, president and 
general manager. There are now 
eight stores in the Houston area. 
Additional stores, operating un- 
der the name of Margolis Shoes, 
are in Galveston, Corpus Christi 
and Bryan, Tex. A new one was 
recently opened at Midland. 
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Shoes Get Prominent Billing 
At Washington Social Fete 


WASHINGTON, D. C.—Foot- 
wear received special billing at this 
year’s Bal de Paris, annual Wash- 
ington salute to the French capital, 
held April 18. A fashion show pre- 
sented shoes provided by member 
companies of the National Shoe 
Manufacturers Association. 

Texas and the Ben Shaw studios 
of San Antcnio provided models who 
wore Ben Shaw III originals. Each 
ensemble was shown with an appro- 
priate wardrobe of additional shoes. 

This Texas tribute to Paris was 
the result of sponsorship of the pro- 
gram and fashion show by Sam Sul- 
livan Shoes of Laredo, Tex. 


Kinney Anniversary Marked 
PHILADELPHIA—The 65th 
birthday of the Kinney Shoe Corpo- 
ration was recognized here at a 
luncheon commemorating the 100th 
anniversary of another chain, A. & 
P. Food Stores. E. P. Dimm, district 
manager for Kinney and president 
of the Pennsylvania Chain Store 
Council, presided at the luncheon. 


Melville Plans 60 New Stores in °59—and Maybe More 


NEW YORK—At least 60 new 
stores—and possibly 40 more—vwill 
be opened by Melville Shoe Corpo- 
ration this year, stockholders learned 
at their annual meeting here. 

Ward Melville, chairman of the 
board, said most of the new outlets 
will be Thom McAn family stores. 
But if all pending negotiations are 
completed and the total of 100 is 
realized, about 26 of the stores will 
be in the Miles chain. 

The cost of opening a store has 
risen considerably over the years, 
Mr. Melville pointed out. In 1948, 
he said, the cost for constructing 
and equipping a downtown men’s 
store was about $17,000. Today the 
family store, which the corporation 
is opening in greater numbers, costs 
from $25,000 to $40,000. 

At their New York meeting, 
stockholders also were told that 
“sales through Palm and Easter 
weeks and the week following, which 
was our big period, were up 3.6 per 
cent this year over last. The in- 
crease would have been greater had 
it not rained practically all over the 
United States on Easter Saturday.” 


Total sales for the year, through 
April 11, were reported 9.2 per cent 
ahead of 1958. 


Athol, Mass., Family Shoe 
Store Marks 50th Birthday 


ATHOL, MASS.—Jacob Garbose, 
Inc., a family retail shoe business 
which began on a side street of this 
town in April, 1909, is marking its 
50th anniversary with a celebration 
sale and giveaways. 

The store, which has occupied its 
present Main Street structure since 
1928, stocks a dozen lines. It has 
carried many of these for more than 
25 years. 

Jacob Garbose, the founder, died 
in 1950. His son, Seymour, together 
with Oliver Lange, who started in 
the store some 43 years ago, is 
carrying on the business. Mrs. Sarah 
Garbose, widow of Jacob, is the 
principal stockholder. 

One still-remembered employee of 
bygone years: Neil Hamilton, who 
worked for the Garbose firm for 
about two years before moving on 
to TV and film acclaim. 





NEW ADDITIONS to Our Complete Line of 
Premium Rubber Heels, Soles and Soling Slabs 


WOMEN’S ITALIAN 
RIB SOLING 
Shoe by Genesco 


JUVENILE 


4-4 1/2/8 HEEL 


Shoe by Virginia Shoe 


Company, Inc. 


SINCE 1896...AND STILL AMERICA’S 
NO. 1 HEEL AND SOLE 


Contact O'Sullivan Rubber Corporation, Win- 
chester, Va. or the representative nearest you. 








WILLIAM WESSELING CO. 
1221 Locust Street 

St. Louis, Missouri 

CHestnut 1-9260 

ROBERT LIMING 

Box 86 

Portsmouth, Ohio 

Elmwood 3-2322 





KELLEY & SWEENEY LEATHER CO. 
95 South Street 

Boston, Massachusetts 

HUbbard 2-6668 

WILUAM RUSHWORTH 

82 St. Paul Street 

Rochester, New York 

LOcust 2-9422 


METRO LEATHER CO. 

33 Spruce Street 

New York, N. Y. 

BArclay 7-085! 
MacPHERSON LEATHER CO. 
140 South Main Street 

los Angeles, California 
MAdison 6-483] 


HAROLD VAN HORNE 
Box 134 

Oconomowoc, Wisconsin 
LOgan 7-3853 

W. A. WELLENBUSHER 

1 Wharton Lone 
Tookany Pork 
Cheltenham, Pennsylvania 


ESsex 9-0682 
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‘Brand Name Retailer’ and Runners-Up Honored 


Ernest W. Cardinal {left}, owner of Cardinal's, Corpus Christi, Tex., collects 
bronze plaque as 1958 Brand Name Retailer-of-the-Year among shoe stores, at New 
York awards banquet. Receiving certificates of distinction are Jerome J. Sholem 
(center), president of Sholem's in Champaign, Champaign, Ill., and J. Tom 
Flippen, owner of Flippen's Junior Boot Shop, Sandusky, O. Other certificate 
winners, not represented in photo, are Marco Shoes, South Miami, Fla., and Steve's 
Shoes, Inc., Kansas City, Mo. The retailers were honored for their presentation of 
manufacturers’ advertised brands to the consumer. 





LEATHERS 


For dependability and uniformity in 
side leathers — grains and smooth dress 
—workshoe in retan, aniline and glove, 

and athletic goods leathers — the 
HORWEEN line is unsurpassed 


With a world famous reputation for 
making finest Shell Cordovan, 
HORWEEN SIDES equally deserve 


your consideration. 


HORWEEN LEATHER CO. 
2015 ELSTON AVENUE + CHICAGO 14, ILLINOIS 


NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 
BOSTON 11: KAYE & BARNES, INC., 93 SOUTH STREET 


Outlook Is Optimistic 
At Indianapolis Show 


INDIANAPOLIS, IND. — Opti- 
mism ran high at the annual Fall 
Shoe Fair sponsored by the Indiana 
Shoe Travelers’ Association late last 
month at this city’s Claypool Hotel. 
Many exhibitors considered the show 
the best ever held by the associa- 
tion. 

Orders placed for immediate de- 
livery ran on about the same level 
as those placed for fall merchandise. 
In many cases, fall ordering was done 
early because of buyers’ feeling that 
prices might be raised further. 

In women’s dress shoes, the main 
volume of sales was for the black 
pump with pointed toes and closed 
toe and heel. Open-type pumps drew 
interest but were not as strong. In 
both types, suede was first in de- 
mand, with 21/8 and 22/8 heels. For 
street wear, lower heels were pre- 
ferred. Higher-cut pumps drew a 
good response 

Behind black, brown was the most 
wanted color, followed by good activ- 
ity in green. 

In little girls’ shoes, nylon velvet 
was strong in dress types and also 
in back-to-school types and oxfords. 
Color preference was for black, fol- 
lowed by red and gray. In little boys’ 
footwear, black was preferred, with 
ivywood and gray very strong. Gray 
buck, dirty white and white buck 
shoes were popular. 


Chukkas Are Popular 

Chukkas boots were a good item 
not only in the boys’ lines but in the 
girls’ and teenage groups as well. 

For teenagers, chukkas came fur- 
lined. Chukkas and lightweight ox- 
fords were the top sellers. There was 
a great deal of interest in nylon vel- 
vet in lightweight oxfords, which 
cut in on the heavier type of saddles. 

In the men’s category, as one ex- 
hibitor expressed it, “things are 
really happening.” A lot of interest 
was shown in the new tapered toe, 
with the tapered squared toe espe- 
cially strong. Black on brown was 
popular — brown shoes with black 
edging and black laces. In some in- 
stances, black was lightly antiqued 
on brown. 

One exhibitor said deeper tones of 
ivywood and walnut brown accounted 
for 80 per cent of his brown shoe 
sales. Old-fashioned tans and me- 
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dium shades of brown are “dead,” 
he said. 

Black shoes were continuing to 
sell, but most retailers predicted that 
they would sell two pairs of new 
browns to one of black. This was 
borne out by the exhibitors’ sales. 

Another important trend in men’s 
footwear was toward light refined 
detailing to give a lightweight ap- 
pearance even in old brogue pat- 
terns. Sales of slip-on patterns in all 
price ranges have been increasing 
in the past few seasons and were bet- 
ter than ever this year. This was es- 
pecially true in the swirl-type slip- 
on, retailing in the $7.95-$9.95 
range. 

In the Velcro fastener, there was 
wide interest. Also in demand was 
a series of white, dirty white and 
gray buck oxfords with a water- and 
dirt-repellent treatment. 

Chukka boots in both reversed-type 
leathers and smooth leathers were 
wanted items. 

New in work shoes and sporting 
boots was the vulcanized construc- 
tion with silicone treatment of the 
upper leather to make the shoes 
waterproof. 


Preparations Under Way 
For Baltimore Show in July 


BALTIMORE — Local retailers, 
wholesalers, travelers and manu- 
facturers have begun planning 
their mid-summer showing of fall 
shoes, which will be held this year 
at the Lord Baltimore Hotel, July 
11 through 14. 


Milton Volk, of P. H. Volk & 
Company, again will serve as chair- 
man of the Baltimore Shoe Show. 
The affair annually attracts 60 or 
more exhibitors and buyers from 
nine states in the Middle Atlantic 
and Upper South area. 


Clapp Shifts Boston Outlet 

BOSTON—Filene’s Men’s Store 
has become the Boston retail outlet 
for Edwin Clapp shoes. This 106- 
year-old line, made in East Wey- 
mouth, Mass., was placed on sale in 
Tilene’s early in April. 

Introductory promotion included 
a three-column by 14-inch newspaper 
advertisement and a special window 
display next to the men’s store en- 
trance on Franklin Street. Included 
among the current styles shown 





most att ractive ; 


Craufot  Fatdom 


Looking for 


The shoes for action, for quick turnover, 


for a handsome profit. 
ever. Investigate now! 


PLATTOE LAST 


3930—The JAY Tie 
14/8 Wood Kantscuff Heel 


White nylon lace vamp 
White kid tip, 
tongue and facing 


Six-eyelet tie 


No markdowns 


Quality Cance 


ond Jobs of Nation- 


VALUES? 


ations 


were much older types, at least one 
dating back to 1875. 

The line was carried here for 
many years by the Thayer McNeil 
Company. Arrangements to move it 
to Filene’s were made by Bill Billet, 
sales manager of Edwin Clapp & 
Son. 


Rosenfeld Named President 
Of Detroit Shoe Retailers 


DETROIT — Harry Rosenfeld of 
Sibley’s Shoes has been elected presi- 
dent of the Detroit Shoe Retailers 
Association. He succeeds Bernard 
Stoddard of the J. L. Hudson Com- 
pany. 

Walter Magee is the new vice- 
president, and Sam Plotler and 
Harry Karnow have been re-elected 
secretary and treasurer, respectiv- 
ely. Mr. Magee is retired from Crow- 
ley, Milner & Company. Mr. Plotler 
is the owner of the Original Sample 
Shoe Shops and Mr. Karnow is shoe 
buyer for Lane Bryant. 

New directors include Morton 
Hack, Hack Shoe Company; C. Guy 
Dixon, J. L. Hudson Company, and 
M. F. Stonebreaker, Crowley, Milner 
& Company. 


M. K. WEIL 
SHOE CO. 


at the Shows! 


Factory 
Fresh 
Footwear 





Popular Price Show, New York, May 37 
New York Trade Show Building 
Rooms 522-524 


ally Advertised, Brand- 


quarter, Men and 


ed Shoes for Women, 
Children 
. Over 1,000 Styles 


Southeast Shoe Show, Atlanta, May 3-7 
Piedmont Hotel - - - Parlor ‘'D"’ 


Southwest Shoe Show, Dallas, May 10-13 
Adolphus Hotel - - - Room 1009 


in Sizeable Quantities 


All at a Price 


SIZE IN STOCK 


AAAA 7 
AAA 6 to 10 
AA 5!/2 to 10 


Also available in 
Navy—style 3927 


ae Se 
ee—style 
A Redevstyle 4019 
ag SHOE C 


ot 38th } 
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to 10 


Los Angeles Shoe Show, May 17-20 
Alexandria Hotel - - - Room 821 


Quality Shoes Since ‘32 


Te nL shoe company 


SAMPLE Ri ROOMS: Leos Angeles « + New po 


“While in oie See Weil” 





IN-STOCK STYLES for FAST DELIVERY 


j NEW MIRACLE sanoai 


With Genuine 


“‘Miracles"’ happen in these shoes . . . in wearing them, in 
selling them! Tired housewives, shoppers, vacationists suddenly 
walk in cool, fatigue-free comfort! And . . . YOU 
suddenly pile up incredible sales . . . (many retailers 
already have)! ORDER TODAY! Display prominently. 
Then check your cash register! You'll agree 

* miracles" really do happen! 
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White 








P. W. MINOR & SON, INC. Batavia, N. Y. 


Retailers Organized to Save: 


So. California Independents Buy as a Group 


LOS ANGELES—By providing 
its members with the equivalent of a 
consolidated buying group, the Asso- 
ciated Shoe Retailers of Southern 
California, Inc., is performing a 
much-needed service for local inde- 
pendents. It enables them to enjoy 
the benefits of mass purchasing and 
the resulting savings. 

Out of the formative stage, the 
group has now become a solid or- 
ganization, representing 14 stores in 
and around Los Angeles. 

Membership is strictly limited to 
independent shoe store owners— 
small one, two and three-unit opera- 
tors, most of them with family-type 
stores. Feeling that the large chains 
placed them at a decided disadvan- 
tage in purchasing power, a small 
group of such operators decided to 
form a buying group of their own. 
Thus the Associated Shoe Retailers 
came into being. 

Through an elected officer called 
the purchasing coordinator, the as- 
sociation invites selected shoe manu- 


LEATHER 
-plus! 


facturers to attend its dinner meet- 
ings. These are held about once a 
month. The manufacturer brings 
along a selection of styles and pat- 
terns and passes them among the 
members. Each decides if the shoes 
will sell for him, and to what extent. 

Then and there, the group makes 
a deal for a specified pairage. De- 
livery dates and terms of payment 
are set. Shipment is made directly 
to each dealer; no pickup is neces- 
sary. 


Vass Orders 

Savings under this style of buy- 
ing are effected in a number of 
ways, the group feels. First there is 
the obvious economy that comes 
from mass orders. A dozen or so 
members might own perhaps 20 
stores between them; to the manu- 
facturer, this is the same as making 
a deal with a 20-store chain. 

Other economies are not so ob- 
vious. Many times a local manufac- 
turer might have a tremendous cut- 


Economy in 


ting due three months hence, but at 
present he might be in need of work 
to keep his crews together and the 
shop running. He is willing to de- 
liver at near-cost, providing the 
order and delivery are immediate. 
May Help Meet Bills 
manufacturer has 
times when an immediate sale in 
quantity looks good to him; bills 
have to be met and money due three 
months away doesn’t help right now. 

A duty shared by all members is 
to keep alert for good buys. Occas- 
sionally odd lots, broken runs or 
cancelled orders from large chains 
become available, and the coordina- 
tor is quick to jump on these. Sales- 
men’s commissions are bypassed and 
further economies are made. 

The savings are not huge, mem- 
bers say, but they are solid enough 
to make it worthwhile. At the slim 
margin most independent stores are 
operating on here, even a few cents 
a pair can be the difference between 
winning and losing. 

Manny Berkowitz, 52154 W. 
Adams St., Los Angeles 16, main- 
tains the association’s headquarters. 


Too, every 
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SHOE DISPLAY RACKS 
sell for you around the clock, with 
them you can quickly and economic- 
ally convert to the more efficient, 
self selection and self service method 
of selling. 


Sturdily constructed, beautifully fin- 
ished and adjustable to all sizes and 
styles of footwear, SELF-SERV Racks 
are profitable additions to any Shoe 
or Department Store. 


SEE THE SELF-SERV SHOE DISPLAY RACKS AND BENCHES AT © 


SELF-SERV RACK #R12— 60” high, 61” 
wide, and 26” across base at legs — $45.00 
F.0.B. Dallas 

SELF-SERV RACK #R13—54” high, 61” 
wide, and 26” across base at legs — $45.00 
F.0.B. Dallas 

Matching Bench: 

SELF-SERV BENCH 23B7—46” long, 14” 
wide, and 16” high—$9.85 F.0.8. Dallas 
Send your order or write for complete 
details to 


SELF-SERV 
FIXTURE CO. 


INCORPORATED 
2021 Farrington St. Dallas 7, Texas 


THE SHOE SHOWS . . . CONSULT DIRECTORY FOR ROOM NO. 


The Bel Air 


CANVAS © 
FAMILY! 


You can sell every member 
of the family when you carry 
the complete line of LaCrosse 


canvas casuals . . 


as its styles and quality 


. priced 

and styled for volume profits. 
Doesn't it make good sense 

to concentrate your purchases 
from one dependable supplier, 
known for service as outstanding 


The Playmor 


of materials and craftsmanship ? 


CANVAS CASUALS by LACROSSE (()) 
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One of America’s Finest Resources for 
* SAMPLES» 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes - first quality 
from outstanding makers 


i ee ee ee Le 
Address ALBARISHOE - 








All new . . . Cool White, Blue, 
Red, Black, Charcoal. 
Medium and narrow widths. 
For Women, Juniors, Children. 


The Del Monte 
Smart fabric casuals for men 

in oxford or slip-on patterns. 

Sand, Charcoal, Blue, Brown, Black. 





M4 


The Patio 


Gay and lighthearted 
for Youngsters. 
Choice of Blue, 

Red, Brown. 


The Chief 

Choice of White 

or Black . . . for Men, 
Boys, Youths, 

Little Gents. 


LACROSSE RUBBER MILLS COMPANY + LACROSSE, WISCONSIN 





e What's New 


New Lady Esquire Line Adopts See Bent ct= 


NEW YORK—Knomark, Inc., ap- 
plies the “cosmetic approach” to wo- 
men’s shoe care preparations in mar- 
keting its new Lady Esquire line. 

The five aerosol products in the 
line have identifying fragrances. 
They are described by Irving J. Bott- 
ner, president of Knomark, as the 
first new products planned by the 
company in an effort to upgrade the 
industry. 

Knomark is a subsidiary of Rev- 
lon, makers of cosmetics, and the 
tall, individually designed cans in the 
new line are designed to grace a 
dressing-room or bath vanity table. 

The line includes “Clean and 
Shine,” for smooth leathers; “Suede 
Beauty,” a suede rejuvenator; “Cork 
& Buck,” for renapping textures such 
as corkette, cambi-buck, kafilope and 
Deldi-suede; “All Clear,” a cleaner 
for delicate fabrics, and “High 
Light,” a patent leather conditioner. 

“High Light” is scented with the 
odor of garden flowers and herbs, 
and each of the other products has 
its own fragrance, according to Kno- 
mark officials. 

The line is aimed at better shoe 
salons. An attractive gold metal pyr- 
amid display holds five cans, and is 
said to require minimum counter 
space. 

The products sell for $1.50 each at 
retail, with the packaged companion 
ensemble of all five at $6.95. 





Push-Button Shoe Trees 


Slight depression of nylon button permits 
easy length adjustment of new series of 
lightweight shoe trees manufactured by 
Jay Vee Shoe Tree Company, Brockton, 
Mass. The trees are made in two models, 
full tree and half tree, each in four sizes. 
Both in natural basswood with black 
Plaskon Nylon button, which can be 
stamped with retailer's logotype. 
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Aluminum Heel with Solid 
Filling Developed by Mears 


LAWRENCE, MASS.—An inno- 


vation in full aluminum heel design, 
combining die casting and a new 
method of solid heel seat filling, has 
been announced by Mears Heel Com- 
pany. 

Outstanding feature of the design, 


Mears’ new aluminum heels 


the company says, is a unique solid 
resin-core seat construction which 
allows conventional nailing for at- 
tachment. Mears achieves this by us- 
ing a hardwood maple dowel com- 
bined with a special-formula plastic 
resin which bonds the dowel to the 
aluminum heel so that they become 
inseparable. The entire filling will 
hold nails safely and securely and 
without splitting, the company re- 
ports. 

The new heel is made by die cast- 
ing which is said to provide an 
unusually smooth finish and very 
accurate part-to-part reproduction. 
These heels can be graded to fit the 
shoe as required, much the same as 
plastic heels. 

The company has applied for a 
patent. 


Oval-Toe, Open-Toe Lasts 
Introduced by F. W. Stuart 

ANDOVER, MASS.— Two new 
lasts have been introduced by F. W. 
Stuart Company, Inc., according to 
Arthur Serling, sales manager. 

An oval toe has been bought by 
a number of women’s style manu- 
facturers in both the top-price 
quality group and the medium-price 
category, he said. This toe has been 
developed on a wide range of heel 
heights from 12/8 to 24/8. For the 
current fall season, the company is 
concentrating on tailored heights on 
this last. 

A variation on this toe has a wall 
which recedes at the tip. 

A second new last has been added 
for open-toe shoes. This is very 
short, coupled and narrower than 
the average last for open-toe shoes. 
It has been designed for the special 
purpose of eliminating the pocket in 
the arch which is usual in open-toe 
sandals. 

Another innovation in the F. W. 
Stuart factory is the use of a differ- 
ent color last to indicate each width. 


Beebe Rubber Introduces 
New ooo Products Line 


NASHUA, N. H.—A new line of 
cellular ae products under the 
brand name “B-Lite” is being intro- 
duced by Beebe Rubber Company of 
Nashua. 

Stanley W. Bennett, general sales 
manager, said the new soling ma- 
terial meets current demands by 
being both “feather-light” and 
“spring-action flexible.” Examples 
of B-Lite, to be shown for the first 
time at the Popular Price Shoe 
Show in New York, will include 
both ribbed and smooth soling, in 
all popular irons, as well as heel 
and sole combinations. 





For the Woman ‘in Service’ 


Featherweight, flexi- 
ble duty-type shoe, 
the “Bonnie,” from 
Celebrity Grads line 
of Irving Drew Cor- 
poration, Lancaster, 
O., is of welt con- 
struction with full 
crepe sole, wedge 
heel. Stocked in 
benedictine or gray 
glove elk with moc- 
casin trim on vamp; 
in white elk without 
mock-moc effect. 


Boot and Shoe Recorder 





For Women on the Links 


First Ripple Sole golf shoe for women to 

be introduced by Sandler of Boston is a 

four-eyelet oxford, in black and white or 

all-white. Sizes range from 4 to 10, AA 
to C. $14.95 at retail. 





Stiffener for Heel Straps 
In Women’s Shoes Patented 


UTICA, N. Y.—A U. S. patent 
has been granted to the United 
Sta-Up Corporation, here, for its 
design of a “Sta-Up” resilient heel- 
strap support. 

According to a company spokes- 
man, Sta-Ups are stiffeners which 
insert into the heel strap of open- 
back women’s shoes. They are used 
by shoe manufacturers and shoe 
repairmen to prevent these straps 
from sagging and buckling. 


The Utica concern said it will now 
produce the patented product in 
quantity for shoe manufacturers, and 
will also license such manufacturers 
to make and use the stiffeners under 
the Sta-Up patent. 


Aluminum Foot Rule 


COLD SPRING, N. Y.—A light- 
weight, aluminum foot measuring 
rule with a blue plastic sliding clasp 
is being marketed by the Fairgate 


Fairgate foot measuring rule 


Rule Company, Inc., here. 
According to the manufacturer, 
the rule was developed for speed and 
ease of handling. The sliding clasp 
is said to move smoothly yet not 
slip. Measurements are shown in 
black, easily read gradations. 


Rain Boot on Choice of Heels 


"Blue Ribbon f 4 
Boot” in faille, pa 
with new frog 

fasteners, is 

available on low, 

Cuban and high 

heels. H is a 

Drizzle Boot 

manufactured by 

Principle Pias - 

tics, Inc., Gar- 

dena, Calif. 





Hand-Sewn Alligator Slip-On 


CHICAGO — A new hand-sewn, 
hand-butted alligator slip-on men’s 
shoe is being made for Barletta Shoe 
Company, here. The shoe, manufac- 
tured on the firm’s Superflex con- 
struction, is hand-lasted and full 
leather-lined, and it comes in the 
new square toe. It is all aniline tan- 
ned in either black or brown. 


Barletta Slip-On 





T45 Uust Like Magic! 


THE WAY THE PROFITS ROLL IN! 


When You Stock 


SCOTT'S 
METATARSAL 
INSOLES 


ay 


SUMMER PROFITS 


Fine top grade genuine calfskin 
topping over a thick layer of re- 
silient sponge rubber, incoporating 
our fine hand-finished metatarsal 
pads and arch supports. 

New Polyeth Wraps lend them- 
selves ideally to Peg Board Dis- 
plays. They SELL ON SIGHT and 
LOOK AT YOUR PROFIT! 


YOUR COST ONLY $1.25 Per Pair 
SUGGESTED RETAIL $2.50 Per Pair 


$15.00 Dz. $171.00 Gro. 
Ladies’ 3-10 Men’s 6-12 


Wide and Narrow Widths A 5-10 , 
Write for the Complete Scott Catalog Today! | B 4-10 EEE 4-10 


e 9 Write to Department 7 for complete catalog 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR. 


OPEN TOE COMFORT STRAP 


Our favorite 16/8 heel strap. Attractively styled for 
street wear on the specialized open toe 5670 iast. 


STYLE NO. 1437 — BLACK KID 
5670 Last 16/8 Heel 


SIZES STOCKED: 


AAA 6-10 
AA 51-10 


fon UR 080). 14290-1249 9-01 0-0 Ok ee Oe 
15 Lowell St. xelailelale Mmm ACh iat 
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Buying Keynotes St. Louis Show Despite Price Hikes 


(CONTINUED FROM PAGE 85) 

To each dealer, price advances pre- 
sent a problem, but few dealers feel 
that the solution to the problem is 
hopeless. 

A pre-show TV program featured 
show chairman Gerald Monroy, Town 
& Country Shoes, Inc., and Jaclyn 


rooms at the registration desks. She 
is also filling mail requests as they 
come in. 

The traditional Beefsteak Dinner 
saw Jimmy Durante and his pack- 
aged show entertain an overflow 
crowd of 1993 in the Khorassan 
Room and Chase Club of Hotel 


This hall huddle was a typical sight during the St. Louis show, when retailers 
gathered to discuss patterns, colors, types. Here (left to right) are H. B. Phillips, 
president, Phillips Shoes in Orangeburg, S. C.; W. B. Duck, merchandise manager, 
Phillips Shoes in Orangeburg; C. T. Coleman, women's shoe buyer, Phillips Shoes, 
Aiken, S. C.; Mike Martin, Hoyt-Wright Company, Anderson, Ind., and Don McCoy, 


buyer, also of 


Meyer, chairman of the Shoe Fash- 
ion Board of St. Louis. It presented 
St. Louis viewers with their first 
peek at fall footwear. 

Miss Meyer and her Board pre- 
pared a comprehensive illustrated 
fall style trends booklet, which was 
distributed to retailers in the display 


Hoyt-Wright. 


Chase. Others were turned away. 
At a luncheon the following noon, 
Holiday magazine put on a “Holiday 
in Fashion” musical show. About 
450 guests watched fall shoe styles 
from both St. Louis and out-of-town 
displayers modeled on a high run- 
way. Mrs. Marjorie Wilten served 


as commentator in passing along 
merchandising ideas for the promo- 
tion of round-the-clock shoes for all 
members of the family. 

Addition of the St. Louis Mer- 
chandise Mart to show facilities 
meant easy accommodation of the 
more than 125 non-local firms who 
brought their fall lines to St. Louis. 


Boots Are Strong 


A rundown of actual buying dur- 
ing the show finds boot types strong 
for all categories; chukkas for men 
and boys; nylon velvet and brushed 
leather boots for children; bright- 
colored suede campus boots for teens 
and women; and high-heeled boot- 
type dressy pairs for women. 

Walking shoes “walked” right into 
retailers’ hearts—and buys. Empha- 
sis here is on newsy looking heels, 
stacked leather, covered squash, cow- 
boy heels, spool and teardrop types. 
The unlined, soft, pliable and color- 
ful casual walking types are heralded 
for volume in the fall. 

Soft tie flats and ghillies appear 
strong for teen girls. The B & B pro- 
motion will carry from men’s through 
teen boys, down to grade school 
guys. In men’s shoes, a midpoint be- 
tween heavy brogues and extreme 
lightweights apparently will take top 
spot. This “baby brogue’’ combines 
the comfort and flexibility of the 
light Italian types with the dura- 
bility of the brogues. 

Close of the show on April 15 
found both manufacturers and re- 
tailers jubilant. Exulted Arthur H. 
Gale, executive secretary of the Man- 
ufacturers Association: “Most suc- 
cessful show in the history of the 
event. Fantastic! Every phase and 
facet of the show was good.” 
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© Obituaries 


Henry Thorson, 77, Dies; 
Former President of NSTA 


MINNEAPOLIS, MINN. — Henry 
Thorson, 77, past president of the 
National Shoe Travelers’ Associa- 
tion, died April 10 at his home here 
after a long illness. 

He had been secretary of North- 
west Shoe Travelers for 35 years. 
Prior to his illness he traveled for 
Harvey Shoe Company and Crad- 
dock-Terry Shoe Corporation. 

Surviving are his widow, a daugh- 
ter and two sons. 


NATHAN CANTER, 76, retired 
executive of Canter Shoe Company, 
Atlanta, manufacturing and distrib- 
uting firm, died April 7 after suffer- 
ing a heart attack. Surviving are 
his widow, two daughters, Mrs. Irv- 
ing Wolf and Miss Sarah Canter, 
and two sons, Louis and Herman. 


ROBERT CLARENCE RICHIE, 
59, president and general manager 
of Richie’s Shoe Company, Inc., 
Hickory, N. C., died recently after 





BOULEVARD 


IN STOCK 
Write for catalog 





WILBUR COON 
SHOES 
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P.P.S.S.A. Room 929 Marbridge Building 


a six-month illness. He had been in 
the retail shoe business since 1937. 
Surviving are his widow, Pauline; 
two sons, Banks S., who will con- 
tinue to operate the store as gen- 
eral manager, and Maj. Robert G. 
Richie; a stepdaughter, Mrs. Jack 
Harvey; three sisters and three 
brothers. 


THOMAS H. EDWARDS, 90, for- 
former president of the old J. Ed- 
wards & Company, Philadelphia, 
manufacturers of children’s shoes, 
died April 4. He was living in subur- 
ban Devon. Mr. Edwards was one 
of the oldest members of the Phila- 
delphia Rotary Club. He is survived 
by a daughter, Mrs. Arthur Comins; 
a son, Thomas H., Jr., and two 
grandchildren. 


HARRY R. LAMERSON, 62, own- 
er of the Lamerson Shoe Store, 
Alma, Mich., died recently after a 
short illness. Before moving to Alma 
17 years ago, he was a partner in 
the Page and Lamerson shoe store, 
Lansing, Mich., for 21 years. Sur- 
viving are his widow, Myrtle, and 
two sons, Robert and Donald. 





REGULATION 
Also— 


BASEBALL SHOES 
Sizes 2 to 12..... .$3.60 


Athletic Footwear Division 


Clement J. Morrison, 51, Dies; 
Sales Manager of Blum Shoe 

DANSVILLE, N. Y.—Clement J. 
Morrison, 51, sales manager and a 
director of Blum Shoe Manufactur- 
ing Company here, died April 9 in 
Rochester, N. Y., after a short ill- 
ness. He had been associated with 
the company for 33 years. 

Mr. Morrison was a director of 
the Empire State Footwear Asso- 
ciation, Inc., and was active in civic 
activities. 

Surviving are his widow, Ruth; a 
brother, Francis, and a sister, Mrs. 
Donald Wilber. 


GRANVILLE R. PLETZ, 63, a 
sales representative for Brown Shoe 
Company in Missouri and Illinois, 
died April 2 at Belleville, Ill. Sur- 
viving are his widow, a son, two 
brothers, two sisters and four 
grandchildren. 


ABRAHAM BERLIN, 70, a re- 
tired Cleveland shoe retailer who 
owned a downtown store for 35 
years, died April 11. He had retired 
from the shoe business in 1944 and 

(CONTINUED ON: NEXT PAGE) 
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: Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-10, 
standard widths. 


$00 


pair 


NET 
\ F.0.B. Boston 


See us at 
PPSSA 
Hotel 

New Yorker 
Room 1042 


BERNED SHOE CO. 207 essex street, BOSTON 10, MASS. 





moved to Los Angeles, returning 
to Cleveland only recently. Surviv- 
ing are his widow, Becky; a daugh- 
ter, Ida; five sons, Jack, Milton, Na- 
than, Morris and Norman, and 12 
grandchildren. 


Paul Good, Superintendent 
Of Eby Shoe Co., Dies at 55 


EPHRATA, PA.—Paul B. Good, 
55, superintendent of the Eby Shoe 
Company here, died April 20 after 
being stricken by a cerebral hemor- 
rhage. He was secretary-treasurer 
of the Central Pennsylvania Shoe 
and Leather Association. 

Mr. Good was associated with 
Eby for 28 years. He was active in 
church and civic affairs. 

He is survived by his widow, 
Helen; two children, Ira Dale and 
Audrey Louise; his mother, Mrs. 
Sue Buch Good; five sisters and two 
brothers. 


FRED SPIVEY, 83, who retired 
two years ago as proprietor of 
Spivey Shoe Store, Danville, IIl., 
died April 3. He came to Danville 
in 1900 as a traveler for the West- 
ern Shoe Company, Toledo, O., and 
opened the Economy Shoe Store in 
1906. He was a vice-president and 
director of Musebeck Shoe Com- 
pany. Surviving are a son, Circuit 
Judge John F. Spivey of Danville, 
and a granddaughter. 


TUCKER THURMOND, personnel 
director of Craddock-Terry Shoe 
Corporation, Lynchburg, Va., died 
recently on his 50th birthday. He 
had been with the firm since 1931. 
Surviving are his widow, Lillian; a 
daughter, Mrs. James E. Edmonds; 
two grandchildren; three brothers 
and a sister. 


Walter Avery Dies; Retired 
Commonwealth Ad Director 


WHITMAN, MASS. — Walter J. 
Avery, who retired a year ago as 
advertising director of the Common- 
wealth Shoe & Leather Company 
here, died April 14 at a hospital in 
nearby Weymouth. He was 60 and 
had served as advertising director 
for 32 years. 

Mr. Avery served during World 
War I with the American Expedi- 
tionary Forces in Europe and was 
decorated for bravery in action. He 
was a past president of the Bos- 
tonian Shoe Club, and was active in 
church and Boy Scout work. 

Surviving are his widow, Mrs. 
Alice Brown Avery; two daughters, 
Sister Marylena of the Sisters of 
St. Joseph, and Mrs. Grace Mackie- 
wicz; a son, Walter J., Jr.; two 
sisters and a brother. 


CHESTER A. BITTERMAN, 60, 
manager of the Book Shoe Store in 
Lancaster, Pa., died April 3. The 
store with which he was associated 
has gained wide renown by supply- 
ing most of the shoes worn by girls 
of the Amish faith on their wedding 
days. Mr. Bitterman, who was ac- 
tive in church and civic affairs, is 
survived by his widow, Anna H.; 
three sons, Chester A., Jr., Norman 
R. and Richard L.; four brothers, 
five sisters, and four grandchildren. 


DAVID W. BRILL, 84, a retired 
sales representative of the Brown 
Shoe Company, died April 16 at 
his home in Shaker Heights, near 
Cleveland, O. Mr. Brill had _ pio- 
neered in the promotion and sales 
of Buster Brown shoes. His wife, 
Jean, survives. 


e About Shoe People 


Irving J. Bottner, president of 
Knomark, Inc., makers of Esquire 
polishes, briefly turned shoeshine 
boy when The Lambs Club, of New 
York City, tendered a testimonial to 
its own bootblack, 70-year-old Bi- 
agio Velluzzi. For 50 years Mr. Vel- 
luzzi has shined the shoes of show 
business notables at the club. At the 
luncheon, Knomark paid him for 
shines for all the guests and sup- 
plied him with new equipment. 

* . e 

David Evins of Evins, Inc., prom- 
inent shoe designer, has’ been 
awarded the third annual American 
Designers Award in the “best de- 
signer of accessories” category by 
NBC-TV’s “Today” show. He ap- 
peared on the program April 17 to 
accept the award. 

e - ” 

Charles I. Rockmore of Charles 
I. Rockmore, Inc., Brooklyn, manu- 
facturer of shoe fabrics, left on 
April 28 for a six-week tour of shoe 
fairs in Europe. His itinerary in- 
cludes Italy, France, Israel, Greece 
and Austria. 

. 7 o 

Preston Chamberlin, who has 
been fitting shoes in eastern Penn- 
sylvania for 57 years, has resigned 
from the staff of Hershey’s Shoe 
Store, Coatesville, after 41 years 
with the firm. Mr. Chamberlin, who 
began selling shoes at age 13, said 
his future plans were indefinite but 
he did not plan to retire. 

es os * 

Roger A. Selby, head of Selby In- 
ternational, Inc., Portsmouth, O., 
and Mrs. Selby have returned 
aboard the luxury liner SS Argen- 
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FOOT KING* 


MEN'S and BOYS’ 


GOODYEAR WELTS 
LATEST STYLES IN STOCK 


Priced to give you a better mark up 
at competitive prices 


Dept. 1, A. S. Kreider & Son Co., PALMYRA, PA. 








To All Shoe Travelers 


“Salesmen on the Road,” a page for and about the travel- 
ing man, is fast becoming one of the most popular features 
in every issue of the Recorper. It contains news and side- 
lights about travelers’ organizations as well as the individual 
salesman and his accomplishments, on and off the road. 


It’s the traveling man’s own page, and the Recorper de- 
pends on the traveler to keep up a steady flow of news. If 
you have a news item, write to: 


MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 

228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 








Boot and Shoe Recorder 





tina from a cruise to Latin America 
and the West Indies. 


Ben E. Edscorn, director of mar- 
keting research for International 
Shoe Company, St. Louis, has been 
elected a director of the American 
Marketing Association. He will 
serve a two-year term for the 7000- 
member association. Mr. Edscorn is 
chairman of the board of the St. 
Louis chapter, AMA. He was its 
president in 1957-58, vice-president 
in 1956-57 and a director in 1955-56. 


Irving Edison, president of Edi- 
son Brothers Stores, Inc., St. Louis, 
is one of four recipients of the 1959 
Frank L. Weil Awards of the Na- 
tional Jewish Welfare Board. He 
was cited for “distinguished con- 
tribution to the advancement of the 
Jewish Community Center move- 


ment.” 
- e + 


George Loutkow has been named 
manager of the main floor shoe 
salon at John W. Thomas & Com- 
pany, Minneapolis, Minn., succeed- 
ing Duane Bentley. Mr. Loutkow 
managed the Adrienne shoe salon 
in St. Louis for six years before 
moving to Minneapolis. Mr. Bentley 


has been named manager of Kil- | 


patrick’s second floor shoe salon in 
Omaha, Neb. 
. a 7 
Leo Magnon is the new buyer of 
women’s shoes at Donaldson’s, Min- 
neapolis, Minn., department store, 
replacing John Warchol, who re- 
signed. 
. e es 
Paul Forst, who has managed 
Sagers Shoe Store, Maquoketa. Ia., 
since the death of Howard Sagers 
in 1955, has bought a half-interest 
in the store from Mrs. Lula Sagers. 


oe e e 
E. M. Taylor of Coleman’s, 
Lynchburg, Va., retail firm, won an 
expense-paid trip to any one of five 


resort areas. It was awarded at the | 


St. Louis Shoe Show. 


Heinz Rollman, president of | 
Wellco-Ro-Search of Waynesville, | 
N. C., has returned from a visit to | 
his company’s subsidiaries and af- | 


filiated firms in South America and 
the Caribbean. He said the com- 


pany’s newest venture is a wholly | 


owned subsidiary near Kingston, 


Jamaica, making children’s and | 
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Gale Stricken, Hospitalized 


ST. LOUIS—Arthur Gale, execu- 
tive secretary of the St. Louis Shoe 
Manufacturers Association, was re- 
ported resting comfortably in Jew- 
ish Hospital here, after suffering a 
mild coronary attack. He was at 
his desk in his office when he was 
stricken on April 17, two days after 
the conclusion of the St. Louis Shoe 
Show. He is expected to remain in 
the hospital several weeks. 





men’s leather slippers with sponge 
rubber midsole and leather out- 
soles. 
+ a a 

C. C. O’Dell, manager of the shoe 
department of Heyward Mahon 
Company, Greenville, S. C., men’s 
apparel firm, since 1933, announced 
he will continue the management 
and ownership as a separate depart- 
ment of the store. Hart, Schaffner 
& Marx Company recently bought 
an interest in the clothing firm, but 
the store will remain under local 


management and operation. 
= * € 


Max Epstein has been appointed 
manager of the Given Brothers 


as seen iin. 


downtown store in Phoenix, Ariz. 
He has been affiliated with the firm 
for seven years, serving in El Paso, 
Tex., and Tucson, Ariz. 


Alexander German Jacome, pres- 
ident of Jacome Department Store, 
Inc., of Tucson and Hayden, Ariz., 
has gone to Spain as a member of 
the United States Trade Mission 
group. The mission will operate a 
trade information center at the 
Barcelona International Trade 
Fair, May 31 to June 12. Mr. 
Jacome has been president since 
1932 of the department store firm, 
whose merchandise includes shoes. 
He speaks fluent Spanish. 


Jack Lance, who has been the 
buyer of women’s shoes in the Col- 
legienne department of Bullock’s 
downtown Los Angeles store for 
some time, has been transferred to 
a post as women’s shoe buyer for 
the Westwood unit of the Bullock’s 
department store chain. He re- 
places Walter Finn, who has been 
named merchandise manager of 
men’s, boys’ and children’s wear at 


Westwood. 


PLAYBOY 


pre-sells the IMPORTANT young men’s market 


Bootmakers 
since 

the Days 
of the 


Covered Wagon 


JET, WESTERN 
AND SPORTING 
BOOTS 


JOHN A, FRYE SHOE CO., Inc., Marlboro, Mass. 


OVER 800,000 IMPORTANT YOUNG MEN 
BUY AND READ PLAYBOY EVERY MONTH 





e Financial 
Karly Easter Swells 


Chains’ March Volume 


INFLATED by pre-Easter sales, 
the March composite volume of six 
leading shoe chains showed an in- 
crease of 41.9 per cent over the 
corresponding figure for March, 
1958. The total this year was $52,- 
245,000. 


later. Resulting sales volume was 
concentrated in the month of April. 

The six chains, which regularly 
report their total sales, showed 
March ’59 gains ranging as high as 
52.2 per cent (Melville) and 51.6 
per cent (Kinney). Other increases 
were: Edison Brothers, 43.3 per 
cent; Shoe Corporation, 42.8 per 
cent; Beck, 28 per cent, and Na- 
tional Shoes, 5.8 per cent. 

For the first three months of this 
year, the six reporting chains rang 


Last year, Easter came a week up a joint sales increase of 26 per 


QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 
features that guarantee their long wear, fine 
fit and genuine comfort. They’re espe- 
cially crafted to stand up under the 

rough use boy’s shoes receive, and 

give the kind of wear that brings 


customers back! If you sell 


# 8364 


Smart Ilvywood 

brown, quilted-plug 
stitch-and-turn oxford, 

Pacifate twill lining, Nylon 
stitched, Goodyear welt, 
Combination last. Also in black 
as +8363. All IN-STOCK, B, 4 to 
7; C, 3 to 7; 0, 3 to 7. 


boys’ shoes, you owe it 
to yourself to investi- 


gate Brooks! 


check these 
unique 

features for 

longer wear 


WIDE VARIETY OF 
LONG-LIVED OUT SOLES 


Write today for 
FREE 
IN-STOCK catalog! 


~ “TP-TOE” GRASS 
NAILS LOCK SOLE 
ADD EXTRA WEAR 





cent. Together, they recorded a vol- 
ume of $109,277,000. 

Kinney led with a 38 per cent in- 
crease. The other chains and their 
gains were: Edison, 32.3 per cent; 
Melville, 29.6; Shoe Corporation, 
20.8; Beck, 11.9, and National, 6.7. 


W. L. Kreider Volume Rises 
23.6 Pet. for First Quarter 


PALMYRA, PA. — First-quarter 
sales volume of W. L. Kreider’s Sons 
Manufacturing Company, Ine. 
showed a 23.6 per cent increase over 
the same period of 1958, according 
to W. F. Kreider, president of the 
juvenile shoe manufacturing firm. 

“We are approaching the middle 
of what could be the best year this 
factory has ever seen, not merely 
from a sales standpoint but from a 
production standpoint as well,” he 
declared. The company now makes 
40 per cent more footwear than it 
produced five years ago. 

W. L. Kreider’s Sons Company has 
no connection with the A. S. Kreider 
Shoe Manufacturing Company, 
Elizabethtown, Pa., which recently 
sold out and is being liquidated. 


Natl. Shoe Products Gains 


FRAMINGHAM, MASS.—Stock- 
holders at the annual meeting of 
the National Shoe Products Corpora- 
tion were told that, while the com- 
pany showed a net operating loss in 
1958, operations during the six 
months ended February 28, 1959, 
brought a profit. Sales during 1958 
exceeded $2.5 million. 


Goodyear to Pay Dividend 


AKRON, O.—Directors of the 
Goodyear Tire & Rubber Company 
have declared a regular quarterly 
dividend of 60 cents per common 
share, payable June 15 to stockhold- 
ers of record May 15. At their an- 
nual meeting, Goodyear shareholders 
authorized an increase in the com- 
pany’s authorized common stock 
from 15 million to 40 million shares 
and a change to no-par value from 
the present $5 par value. 


Melville Declares Dividend 
NEW YORK—Directors of Mel- 
ville Shoe Corporation have declared 
a dividend of 3214 cents per share 
on the common stock, payable May 
1 to stockholders of record April 23. 
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Accounting and Office 


Management Clinic Set 


NEW YORK—The National Shoe 
Manufacturers Association’s annual 
Accounting and Office Management 
Clinic will be held at the Statler 
Hilton Hotel here, Thursday and 
Friday, May 21 and 22. 

In announcing the clinic, B. H. 
Semler, chairman of NSMA’s ac- 
counting committee, noted, ‘“Al- 
though the cost consciousness of 
1958 is still with us, sights must be 
set this year on profit improvement. 
Our clinic program will present ma- 
terial pointing in this direction.” 

Mr. Semler, who is vice-president 
and controller of Freeman Shoe 
Corporation, added, “The close ob- 
servation given to costs during 
the past year has resulted in in- 
creased efficiency in manufacturing, 
improved office systems and more 
effective merchandising program- 
ming.” 

At the clinic, papers will be pre- 
sented and seminars conducted on 
such subjects as fundamental cost 
accounting, standard costs, direct 
costs and profit returns on capital 
investments. 


Dr. Hiss Shoes Buys Control 
Of William Brooks Company 


LANCASTER, O.—Dr. Hiss 
Shoes, Inc., jobber for The Irving 
Drew Corporation, here, has bought 
the controlling interest in the Wil- 
liam Brooks Shoe Company of Nel- 
sonville, O. 

The Brooks concern, founded in 
1932, has been the largest indepen- 
dent producer of boys’ Goodyear 
welt shoes in the country. 

George R. Utley, vice-president of 
Dr. Hiss Shoes, said the same or- 
ganization which has been operat- 
ing the Brooks firm will continue in 
charge. Its policies will be un- 
changed, he added. 

Heading the Brooks Company are 
Earl Steele, vice-president, manu- 
facturing; Ken Orwiler, vice-presi- 
dent, sales; Harry Wilson, secretary- 
treasurer, and Jack Wilson, assistant 
secretary-treasurer. Dr. John Martin 
Hiss is research director of Dr. Hiss 
Shoes. 
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Cattle Hides Taken off ‘Surplus’ List 


Foreign-aid buyers can now ob- 
tain their skins anywhere. But a 
resulting lowering of hide prices 
is not considered likely. Neither 
are export controls in sight. 


WASHINGTON, D. C.—The gov- 
ernment acted to take some of the 
steam out of hide prices by ending 
a requirement that foreign-aid buy- 
ers procure their cattle hides in the 
United States. 

But federal officials are reluctant 
to impose controls over the export 
of hides and skins, as has been re- 
quested by the National Shoe Man- 
ufacturers Association. They ad- 
mit present market conditions are 
“tight,” but by no means “critical.” 
As a result, export controls are not 
in sight at this time. 

Removal of the “surplus” desig- 
nation by the U. S. Department of 
Agriculture means that foreign 
countries receiving U. S. aid no 
longer are required to buy their 
hides and skins in the United 
States. They are now free to seek 
any markets they wish. Foreign 
purchases in the U. S. should now 
ease off. 

Government officials here doubt 
that cancelling the “surplus” desig- 
nation will result in lower hide 
prices. Foreign purchase orders 
are usually many months in the 
making, it is pointed out. Any fall- 
ing off of foreign orders at this 
time would not be reflected in ac- 
tual market conditions until many 
weeks later. 


Effect Is Psychological 


The effect of the removal of the 
“surplus” designation is largely 
psychological, it is admitted here. 
Government officials admit the most 
they can hope for is that their deci- 
sion will result in some softening 
of hide prices. 

Removal of the “surplus” desig- 
nation from hides was approved by 
a U. S. Department of Agriculture 
advisory committee on April 13. 
The decision was immediately com- 
municated to the International Co- 
operation Administration, which 


administers procurement of sup- 
plies under the foreign aid pro- 
gram. 

Officials of the Justice Depart- 
ment are continuing to probe con- 
ditions in the hide market, how- 
ever. Investigators have been in- 
terviewing both sellers and buyers 
in efforts to learn the reasons be- 
hind the sharp price rises of recent 
weeks. Whether or not the govern- 
ment finds any evidence of illegal 
operations is doubtful. 

It is entirely possible that the 
government simply hopes that its 
investigation will throw a scare 
into some of the speculators who 
have been instrumental in forcing 
prices up. 

Hide prices rose by 20 per cent 
between mid-February and mid- 
March, the U. S. Department of La- 
bor reports. Prices of hides, skins, 
leather and _ leather products 
reached their highest point since 
October, 1951. Cattle hides rose in 
price by 32.8 per cent. Calfskins 
rose by 5.4 per cent and kips by 5.7 
per cent. 


NSMA Asks Export Curbs 


NEW YORK—The National Shoe 
Manufacturers Association has 
urged the Federal Government to 
“place temporary restrictions on 
the exports of hides and skins.” 

In a telegram last month to Ezra 
Taft Benson, Secretary of Agricul- 
ture, NSMA pointed out: “Feverish 
developments in hide and_ skin 
prices ... are causing wide concern 
throughout the shoe manufacturing 
industry. They are having a devas- 
tating effect on the cost structure 
of all shoe manufacturers. The ulti- 
mate burden must of course be 
borne by American shoe consumers.” 

The telegram, signed by Merrill 
A. Watson, executive vice-president 
of NSMA, expressed belief that 
temporary curbs “would be an im- 
portant factor in restoring sanity 
in these markets.” 

Later, NSMA sent a similar tele- 
gram to Secretary of Commerce 
Lewis Strauss, renewing its bid for 
temporary restrictions. 
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A Color Theme for the Retailer: 


Freeman Ties Promotion to ‘Spice Brown’ 


BELOIT, WIS.—Retail store deal- 
er helps and ideas for the man at 
the fitting stool dominate the fall 
and winter promotional program of 
Freeman Shoe Corporation. The 
program is built around the fea- 
tured color, “Spice Brown,” which 
was introduced at a week-long sales 
meeting. 

The Freeman Corporation, which 
has specialized in men’s shoes since 
1921, places great stress on the im- 
portance of supporting and helping 
the retail dealer. This interest 
ranges all the way from dramatic 
window displays and materials to 
sales hints for the fitter. 

The program for “Spice Brown” 
is an outstanding example of how 
far this policy reaches in Freeman’s 
promotional planning. The company 
has specialized in featured colors 
and styles for several years now. 

“We believe in a single major 
color theme,” says William E. Free- 
man, president. “Adaptable to store- 
wide promotion, this gives retailers 
more atmosphere for their windows, 
more drama for their departments, 
and consequently more mileage for 
their promotional dollars. 

“We think ‘Spice Brown’ is so 
important we’ve made it the top 
color of our fall and winter styles. 
All signs point to a big upsurge in 
the popularity of brown as a man’s 
apparel color.” 

The color is described as a rich, 
spice-warm, antiqued, deep dark 
brown. It will be available in nearly 
40 styles and in all price lines. And 


it is well coordinated with apparel 
and accessories, including hats, 
suits, shirts, belts and luggage. 
Retailers are being urged to ro- 
mance the color through a number 
of suggested ways. These are illus- 


This photo of three-eyelet close seam, 

perforated U-front bilucher in “Spice 

Brown" is included in Freeman promo- 
tional kit for retailers. 


trated and outlined in detail in a 
promotional kit, containing window 
and department display ideas, win- 
dow cards and banners, ad mats, 
radio and TV copy, direct mail ma- 
terial and publicity shots. There is 
also a full-color display packet of 
backgrounds and props offered by 
Freeman’s own display department. 
They include bales, kegs, coils of 
rope, travel posters, imitation jewel- 
filled treasure chests and spice jars. 
There are Oriental objects of art, 
scrolls, artificial fruit, masks, lan- 
terns, and items made of bamboo. 


There is even a tie-in with a spice 
trade association. 

In addition to these, other props 
easily obtainable by the dealer are 
suggested. 

Freeman shoes are featured in 
leased departments in a number 
of men’s furnishings stores. Hence, 
special tags are available for store- 
wide coordination. Tissue stuffers 
and hand-written postcards are sup- 
plied for direct mailing. 

The Freeman sales force of 46 
representatives attended the recent 
sales meeting. 

John Tobias, sales manager, gave 
a resume of the company’s special- 
ization program. Harold F. Pfister, 
Jr., director of marketing, urged 
the salesmen to sell the new shoes 
“through the store” by giving the 
retailer as many promotional ideas 
as possible. 

John Fraboni, head of the display 
department, urged salesmen to help 
the retailer plan his own windows. 

Freeman national advertising will 
deviate sharply from traditional 
“catalog type” footwear advertis- 
ing, it was announced. It features 
exotic and colorful Oriental scenes 
as backgrounds with a single style 
featured as a “man’s shoe color.” 


Belgian Line to Be Introduced 

NEW YORK —- A Belgian-made 
line of men’s shoes and boots will be 
shown for the first time in this coun- 
try at the U. S. World Trade Fair 
in New York’s Coliseum, May 8 to 
19. The Landa Shoe Company will 
display some 30 styles of men’s 
shoes, including many Italian-styled 
pairs. 

The shoes are being made particu- 
larly for the American market, a 
spokesman said. 





Men’s and Wom 


en’s Handcrafted Footwear from India Displayed in New York 


PES ct 


Men's sandal and moccasin types (left), handsewn welts with 
crepe outer soles, are products of National Small Scale Indus- 
tries, Ltd., an enterprise of India's government. They were 
shown in an exhibition of handcrafted goods at India's New 
York Trade Center. The women's shoes (above), from the 
same firm, are of gold-embossed leather and cobra skin. The 
shoes pictured are made in several parts of India. 
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Martin Rockmore Purchases 
Rosemont Shoe Fabric Firm 


NEW YORK—Martin F. Rock- 
more, vice-president of The Rock- 
more Company, Inc., fabric con- 
vertors and dis- 
tributors, has 
bought the assets 
of Rosemont Silk 
Company, Ince., a 
New York shoe 
fabric firm. 

Mr. Rockmore, 
who said the pur- 
chase price was 
“well over $50,- 
000,” has formed 
a new corporation, 
Rosemont Industries, Inc. 

Hugo Leipniker, who founded the 
Rosemont firm in 1919, will remain 
in a consultative and managerial 
capacity. Rosemont Industries will 
continue to operate in leased quar- 
ters at 10 West 33d St. in Man- 
hattan. 

Plans call for a doubling of Rose- 
mont’s production, Mr. Rockmore 


MARTIN ROCKMORE 


said. The firm will expand its line 
of woven fabrics by keeping more 
of its suppliers’ looms in operation. 








FIDELITY 
IN STOCK 


Endicott Johnson ‘Open Letter’ Replies to Union Agent 


ENDICOTT, N. Y.— Endicott 
Johnson Corporation bought adver- 
tising space in three area newspap- 
ers for an “open letter” answering 
a speech by a union agent at Endi- 
cott’s Harpur College. 

Union representative Irving Stern, 
who addressed a college eccnomics 
seminar a month ago, is associated 
with the Amalgamated Meat Cut- 
ters Union. This group is currently 
trying to organize 14,000 EJ pro- 
duction workers. 

The open letter to workers and 
the community was signed by 
Frank A. Johnson, EJ president. 
Although he vouched for the com- 
pany’s belief in “academic freedom 
of speech,” he said Mr. Stern had 
used the college’s invitation as an 
opportunity to “spread false propa- 
ganda about Endicott Johnson.” 

Attacking Mr. Stern, the letter 
concentrated on his past associa- 
tion with the defunct International 
Fur and Leather Workers Union. 
This union, Mr. Johnson said, was 
expelled from the CIO as Commu- 
nist-oriented. He also blasted two 





Public interest in 
Wm. Joyce golf 





women has been 


shoes for men and 


other union representatives for 
their past records. 

The EJ president also took issue 
with a Stern statement that EJ 
workers receive $17 a week less 
than unionized workers performing 
comparable jobs in New York City 

EJ’s wages, he said, are “the 
highest paid of any comparable 
jobs in the shoe industry and its 
benefits are the best in all industry 
and they are improving all of the 
time.” Mr. Johnson pointed to lay- 
offs and factory closings in New 
York City. 


Pan American Expands 

MIAMI, FLA. — Pan American 
Modes, Inc., maker of women’s style 
shoes, announced its removal to a 
factory close to five times larger than 
the company’s former space. Officials 
said this will permit the firm to 
make more shoes on full-breasted 
heels in heights ranging from 12/8 
to 20/8. The company will also use 
heavier stacked heels. Oval toes will 
be on 14/8, 18/8 and 20/8 heels. 


Success Story! Lightweight, Good 


Looking, Golf Shoe Demonstrates 


Great Sales & Profit 


Performance 


Tan Glovecalf CLUTTER CLUB 
Retail $24.95 Sizes 5% to 14—AA to E 


CATALOG IN FULL COLOR 


Write for catalog phenomenal...in 5 BOWEN, INC. 


81 Masonic Court, Pasadena 1 





years this fine shoe 
has become a major 
brand because of WAREHOUSES... 
OVERNIGHT SERVICE 


Hillside, Ill. © 4100 Warren Ave. * Linden 4-9350 
Seattle, Wash. * 117 Madison Ave. * MAin 4-1740 
Pasadena, Calif. © 81 Masonic Court * RYan 1-5141 


WILBUR COON 


SHOES 
BATAVIA, N.Y. 
P.P.S.S.A. Room 929 Marbridge Building 


exclusive advantages 

of lightness, comfort, 
balance, and style. 
Get the facts. 
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Vulcan Plastic Plant Has 500,000-Heel Monthly Capacity 


PORTSMOUTH, O.—A plastics 
plant with a potential monthly ca- 
pacity of 500,000 shoe heels was 
formally opened here last week by 
Vulcan Corporation. 

Joseph B. Reynolds, president of 
the Cincinnati - headquartered com- 
pany, headed a group of corporation 
officers and directors participating 
in the ceremonies. The Vulcan man- 
agement was host to civic and com- 
munity leaders of Portsmouth and 
surrounding Scioto County. 

The plant marks Vulcan’s entry 
into the plastics field. It is near the 
site of a long-established factory of 
the company in Portsmouth, where 
operations using wood have been 
conducted for most of the firm’s 49- 
year history. Vulcan’s products in- 
clude wooden heels and lasts for the 
shoe industry. 

The new plant, with upwards of 
10,000 square feet of floor space, is 
equipped with modern machines 
which may be switched to the pro- 
duction of other plastic products by 
interchange of molds. 

Among the speakers at the open- 
ing were Mr. Reynolds and Eric V. 
Nelson, vice-president of Vulcan Cor- 
poration in charge of heel opera- 
tions. Mr. Nelson, who is also di- 
rector of plastic operations, has de- 
voted considerable time to setting up 
the new branch. 

Frank R. Edmisten, a veteran of 
37 years with Vulcan, will be plant 
manager of the new facility. 


Worcester Firm to Make 
Shearling-Lined Slippers 


WORCESTER, MASS.—A new 
footwear manufacturing company, 
Manistee Slippers, Inc., has been 
organized here with headquarters 
at 60 King St. 

The company will make Eskimo 
Woolies, shearling-lined slippers 
formerly made by the Manistee 
Shoe Manufacturing Company, Man- 
istee, Mich. These come in sizes 
and styles for men, women and 
children. 

Officers of the new company are 
Arthur Hirshberg, president; Perry 
Jacobson, treasurer, and Sheldon 
Jacobson, vice-president. 


104 


JOSEPH REYNOLDS ERIC V. NELSON 





Hanover, Sheppard & Myers 
Name Officers and Directors 


HANOVER, PA.—Several changes 
in the officers and directors of The 
Hanover Shoe, Inc., and its retail 
organization, Sheppard & Myers, 
Inc., were announced following the 
annual shareholders’ meeting. 

Elected as assistant secretary and 
assistant treasurer of Hanover Shoe 
was P. E. Spears. As assistant sec- 
retary he replaces C. F. Schultz, who 
resigned, and as assistant treasurer 
he succeeds C. W. Schue, who re- 
tired. 

Named to the Hanover board of 
directors were F. M. Weisiger, E. 8. 
Fitzgibbons, Henrietta Myers Miller 
and F. A. Ruemekorf. 

Mr. Ruemekorf was also named 
vice-president of Sheppard & Myers, 
where he will head the real estate 
department. Mr. Spears was elected 
treasurer of this company in place of 
Mr. Schue. Added to the board of 
directors of Sheppard & Myers were 
Mr. Fitzgibbons, Mr. Weisiger and 
Mr. Ruemekorf. 

Mr. Weisiger and Mr. Fitzgibbons 
already serve as vice-presidents of 
both companies. Mr. Weisiger is also 
general manager of Sheppard & 
Myers. 


Commonwealth Marks 75th 


WHITMAN, MASS. — Common- 
wealth Shoe & Leather Company 
commemorated its 75th year of shoe- 
making when the firm held its week- 
long, semi-annual sales conference 
recently. The fall-winter line was 
presented together with details of 
the company’s planned advertising 
and sales promotion campaigns. 


Women Are Responsible! 


Sales of Ripple Soles 
Almost 300% over 1958 


DETROIT—Sales of Ripple Soles 
for the first three months of this 
year ran almost 300 per cent ahead 
of the same period last year. That’s 
the word from Leonard Hack, presi- 
dent of the Ripple Sole Corporation. 

What has caused the jump? Ac- 
cording to Mr. Hack, the demand for 
women’s and girls’ shoes with Ripple 
Soles is “spiralling.” Sales of these 
soles are now on a level with men’s, 
and the Ripple Sole president said 
he expected the figure to go higher. 

Women’s lines using Ripple Soles 
are being produced or planned by 
such manufacturers as Sandler, 
Golo, Red Cross, American Girl, 
P. W. Minor and others, Mr. Hack 
said. He added, “The upswing in 
boys’ and girls’ shoes has also been 
most encouraging.” 

Given credit for the increasing 
sales is an expanded promotion and 
advertising program being con- 
ducted by the Ripple firm and the 
Beebe Rubber Company, exclusive 
U. S. licensee, together with shoe 
producers and retailers. Ad budget 
for the product is concentrated in 
mass-circulation magazines. There is 
also a tie-in with NBC-TV’s “Hag- 
gis-Baggis” show. 

Swelling demand for Ripple Soles 
has led the Beebe Rubber Company, 
Nashua, N. H., to start work on its 
fifth major plant expansion since 
mid-1955. That was the year the 
firm went into volume production of 
the new soles. 

E. Colman Beebe, president, said 
ground will be broken shortly for 
the addition. 

Ripple Sole officials also reported 
that their Canadian licensee, Kauf- 
man Rubber Company, Ltd., is ex- 
periencing a sales volume far ahead 
of 1958’s. 

Meanwhile, three more countries, 
Tunisia, the Union of South Africa, 
and Colombia, have granted patent 
or trademark protection for the Rip- 
ple Sole. Leonard Hack, president of 
the Ripple Sole Corporation, said 
South Africa and Colombia have 
granted patents covering resilient 
soles. Tunisia has issued a registra- 
tion certificate protecting the trade- 
mark for 15 years. 
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Kammerer Fashion Service 


To Cover Retail Shoe Field 


NEW YORK—The firm of Mar- 
jorie Kammerer Associates has ex- 
panded its buying, marketing and 
fashion research 
service to cover the 
retail shoe field. 

The organiza- 
tion, which previ- 
ously concentrated 
on handbags and 
luggage, now will 
develop fashion 
programs for inde- 
pendent shoe re- 
tailers to help them 
increase sales MISS KAMMERER 
through correct handbag-shoe coor- 
dination. 

Miss Kammerer, who has had her 
own business for 13 years, has also 
served as shopping advisor at Saks 
Fifth Avenue; fashion assistant in 
accessories for Montgomery Ward’s 
New York buying office for both mail 
order and retail; a member of the 
fashion accessory departments at 
Bonwit Teller; and a buyer at the 
riers buying office. 


Goodrich Increases Prices 


AKRON, O.—The B. F. Goodrich 
Company has announced price in- 
creases on its shoe products, in- 
cluding heels and soles, as a reflec- 
tion of “the higher manufacturing, 
shipping and distribution costs.” 
The company said the increases will 
vary by commodity groups, depend- 
ing on the cost increase in each 
case. 


Ed White Co. to Add Boys’ 
Shoe Line After Expansion 


PARAGOULD, ARK.—Ed White 
Junior Shoe Company plans a $500,- 
000 expansion program which will 
permit addition of boys’ shoes to the 
firm’s lines. At present the com- 
pany makes women’s and girls’ foot- 
wear. 

President Ed White said the new 
construction will include the exten- 
sion of an existing plant and the 
erection of a new one. The expan- 
sion is expected to create at least 
300 new jobs. At present the com- 


pany has 500 employees and an an- 
nual payroll of $142 million. 
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Make O' Sales 


Takiictele Me} a @) | od. 


pair of shoes for men, women, children 


Write for free catalog 


So-Lo MARX RUBBER CO., 
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Loveland 18, Ohio 


K5600 
still $2.45 


styles ... 
K5600 


sole. 


Summer is coming . . . 
Quoddy Moccasins has world's largest open stock. Write for 
illustrated price list. 


Red Wing to Expand Space 
For Production, Warehousing 

RED WING, MINN.—Red Wing 
Shoe Company of this city will build 
new facilities to double its ware- 
housing space and add 20,000 square 
feet to its manufacturing area. The 
project probably will be under con- 
struction in June with completion 
expected by autumn, according to 
Russ Hagge, secretary-treasurer. 

The firm will build about 40,000 
square feet of warehousing facil- 
ities. The 20,000 square feet now 
used as warehouse space will be 
converted to manufacturing. 

Red Wing is negotiating to build 
on a 30-acre site in the Red Wing 
Industrial Park. The Redwing De- 
velopment Industrial Corporation 
recently purchased about 90 usable 
acres of land east of this city, and 
the shoe company would be the first 
firm to locate there. 

The shoe company now employs 
about 500 persons. There probably 
will be no immediate boost in em- 
ployment as a result of the expan- 


sion, Mr. Hagge said. 


Time to place orders for camp moccasins. 


Here are a few of our more than 150 


(see photo) Hand laced true moccasin with beaded 
kiltie, soft glove leather, 
Black, Turquoise, Red, Cream, White, Pastel Blue. 


low wedge and composition 


Women's M 4!/2-10, N 5!/2-9, $2.45. 


with every 5300 Same as 


only. 


K5600, 
Women's M 3!/2-10, N 5!/2-9, $2.40. Child's, 9-3, $2.25. 
K5200 Same as above, crepe sole, Auburn Brown and Cream 
Women's 4!/2-10, $2.40. 
TERMS: Net 30 days FOB, Portland. On 


no kiltie. White moc arch sole. 


100 pair orders, 


10c per pair or transportation allowed. 


SPIEGEL-STANLEY CO.—Portiand 3, Maine 
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Leather Importers Council Speaks: 
Domestic Scarcity Blamed for Calf Imports 


NEW YORK—The real reason 
for today’s heavy volume of calf and 
kip imports is not duty concessions 
or low prices, but a shortage of top- 
grade leather available on the do- 
mestic market, an association of 
leather importers contends. 

The Leather Importers Council of 
America, Inc., issued a statement on 
the subject, while the U. S. Tariff 
Commission continued to consider 
the import problem. The calf leather 
division of the Tanners’ Council has 
petitioned the Commission for 
greater relief from calf and kip im- 
ports, and the government agency 
is expected to make recommenda- 
tions by June 1. 

Witnesses for both the domestic 
industry and the importers testified 
at a three-day public hearing in 
Washington, D. C., earlier this year 
| RECORDER, March 15]. 

The Importers Council’s state- 
ment was signed by its president, 
James F. Donovan. Domestic indus- 
try, it was noted, has shown that 
calf and kip leathers increased from 
around 5 per cent of domestic con- 
sumption in 1955 to about 15 per 
cent in 1957 and 1958. 


No Large Duty Cuts 

The statement, however, pointed 
out, “Imports rose measurably 
though the bulk of imports—non- 
fancy leathers such as black calf— 
enjoyed no cuts in duty and fancy 
leathers were cut by only 1 per cent 
in 1956, % per cent in 1957 and 1 
per cent again in 1958.” 

Replying to the claim that imports 
undersel] domestic leather, the im- 
porters said, “The record is replete 
with evidence that, on the average, 
imports do not undersell domestic 
goods. No wonder this is so with 
importers paying duty, freight, in- 
surance and customs, and with sell- 
ing costs no less than those of do- 
mestic firms.” 

Foreign tanners’ advantage of 
cheaper labor is offset, the import- 
ers maintained, by tariff charges 
and by lower productivity. 

Offering its own explanation of 
the heavy volume of imports, the 
council charged that there is “too 
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little production in the United 
States of the right kindof leathers. 
The shoe trade knows that fashions 
in footwear require the finishes, tex- 
tures, suppleness and all-round qual- 
ities readily found in European 
leathers. Of course, domestic tan- 
ners also produce excellent leathers 
but not enough of them... . 

“Today domestic production is se- 
verely limited by the shortage of 
skins.” 

The importers contended that “‘to- 
day’s high price for calf leather is 
hastening the switch to other mate- 
rials. Domestic industry,” they said, 
“should welcome imports; they tem- 
per the switch by keeping prices 
down.” 

Citing the challenge of competing 
materials, the importers asked, 
“Would we all not do better joining 
forces .. . than by fighting amongst 
ourselves ?” 

Irving R. Glass, executive vice- 
president of the Tanners’ Council, 
has previously charged that the in- 
crease in calf-kip imports is “based, 
to a major extent, on unfair, restric- 
tive and discriminatory trade prac- 
tices abroad.” 

In a recent statement he said, 
“Import gains of the kind witnessed 
in recent years would inevitably de- 
stroy the base upon which United 
States purchasing power rests. In 
that sense, the case presented by 
the calf leather tanners of the U. S. 
is a case upon which all domestic 
industry can make common cause.” 


A. S. Kreider Co. Sold 


ELIZABETHTOWN, PA.— The 
A. S. Kreider Shoe Manufacturing 
Company, once a major producer of 
men’s and boys’ shoes, has been sold 
and will be liquidated. 

The firm is being taken over by 
the J B Athletic Shoe Company, 
which for two years has been oper- 
ating in the same plant here. Joel 
Goldenberg, partner in the J B firm, 
said the line made for more than 
half a century by the Kreider firm, 
is being discontinued. The J B com- 
pany will continue to make athletic 
shoes exclusively. 


Mannequins ‘Interpret’ 


European Collections 


NEW YORK — “Elegance at a 
price” might be the theme of the fall 
collection of Mannequin shoes. 

They were presented at a luncheon 
showing in the Waldorf-Astoria be- 
fore an audience of top company ex- 
ecutives including officials of the 
parent organization, Genesco; the 
fashion and trade press, and stylists. 
Made to retail at $10.95-$12.95, the 
shoes are hailed as a triumph of 
shoemaking and styling. 

“Mannequins”—as the French call 
their fashion models—are an inter- 
pretation, in the company’s cwn 
words, of “the most exciting styles 
of the Italian and French collec- 
tions.” In construction, softness and 
flexibility have been the goal. 

In materials, there are fine calf- 
skin and suede, with crushed tex- 
tured calfskin and kid suede for a 
special group of low-heeled shoes and 
boots. And for after-five shoes, 
striped velvet on grosgrain, crepe, 
satin and peau de soie were the fea- 
tured materials. 

A gamut of colors was shown with 
the beige-to-brown family predicted 
to be the most fashion-right color 
for fall, followed by the new stone 
and steel grays. The purple or violet 
tones were noted as “high-high fash- 
ion” with blued reds showing this 
influence on the volume market. Col- 
ored shoes to blend or contrast with 
costume colors were strongly recom- 
mended. 

Heel heights and lasts varied ac- 
cording to types. In after-five types, 
the heel heights ranged from 18/8 
to 23/8; toes were slim and pointed; 
treatments, black satin or kidskin on 
the black suede shoes; small buttons, 
bows or pleated trims at the throat. 
In several sling backs, with wide 
open toes, wide satin or kid bows 
were the most popular trimmings. 

In the calfskin group, one of the 
largest in the collection, slim, pointed 
toe pumps with oval or square 
throat, single or double-needle toes 
and mid-high or high heels were 
used. Square buckles, diagonal pleat- 
ing, ruffled throat trims and small 
bows were favorite trims. Similar 
delicate detailing appeared in the 
important silk suede group for day- 
time wear. Matching smooth leather 
was a favorite trim on these suedes. 

Stacked heels have been made over 
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four lasts. Heel shapes were Barrel, 
Square Barrel and Queen Anne. Lac- 
ings, buckles, tongue treatments and 
a laced-up ghillie were shown in this 
group of suedes and calfskins. All 
heels in this collection are Lifetime 
heels with permanent lifts. 

The new oval lasts were used in 
some 10 styles, many with built-up 
leather heels and all with the new 
flat-top oval toe. Boots were also a 
feature of the collection; some on 
low heels and some on flats. One at- 
home flat-heel boot was in velvet in 
fashion colors. Others were for sport 
or after-five elegance. 


Steinkopf Reduces Canadian 
Interests, Plans Amalgamation 


WINNIPEG, MANITOBA—M. B. 
Steinkopf has sold his interest in 
Canada West Shoe Manufacturing 
Company, Ltd., and Calumet Shoe 
Company, Ltd., both of Winnipeg, to 
Greb Industries Kitchener, Ltd., of 
Kitchener, Ont. The latter firm plans 
to continue both factories, Mr. Stein- 
kopf said. 

He is retaining his interest in 
Dayton Shoe Company and J. Leckie 
Company, Ltd., both of Vancouver, 
B. C., and the L. H. Packard Com- 
pany, Montreal. According to Mr. 
Steinkopf, these three firms will be 
amalgamated and developed to form 
a national Canadian shoe manufac- 
turing and distribution outlet. L. H. 
Packard will continue as a licensee 
of Gerberich-Payne, and Leckie will 
remain a distributor of Acme cow- 
boy boots. 


N. Y. Sales Office Opened 
For Scottish-Made Line 


NEW YORK—An office has been 
opened in the Marbridge Building 
here for a line of men’s shoes newly 
arrived from Scotland. 

Saxone of Scotland—the Saxone 
Shoe Company of Kilmarnock—will 
maintain its U. S. sales headquar- 
ters here, according to Cyril ae 
the company’s manager for the U. 
and Canada. 

The promotional efforts of the 
British firm will stress “Good reli- 
able footwear from Great Britain 
with the emphasis on Scotland: 
Scottish tradition and glamour.” 

Saxone shoes will retail in the 
$15-$25 price category. They are 
sized according to common Ameri- 
can usage. 


May |, 1959 


Where to 


Buy 





DOUBLE YOUR SALES 


DISMAR: A & Clearfield, Philo. 34 








MERCHANTS’ NEEDS 








| when you need 
| — when 
| waiting. 





| Cedar Heights Rd. 





BOX HANDLERS 





LONG ARM* 
The efficient box handler 
|. EASIER, SAFER 


“Trede Mort 





it most 
customers are 
iong Arms get 
the shoes from the high 
shelves quicker than by any other method. 
Empties are returned upside down. Order Several. 
Satisfaction guaranteed with 24'', 36'', 48" and 
60", $3.50; 72'' handles, $4.50 postpaid in USA. 








j ' 
Patented 


| Specify handle length and if for men's or women's 
| boxes. 


Your jobber or 


CARL BEEMAN 


Stamford, Conn. 





IHtats AND Uileas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


2. Vincent Edwards Idea Clipping 
Service 
Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


e 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 


342 Madison Ave. 











New York City 





New England Superintendents 
List Regional Appointments 

BOSTON — Rudolph Violette, 
newly installed first vice-president 
of the New England Shoe Foremen 
and Superintendents’ Association, 
has announced the following re- 
gional appointments: 

Massachusetts state director, 
Harold V. Daniels; New Hampshire 
state director, Edward Czern; 
Maine state director, Morris Strome, 
and Boston general chairman, 
Irving Katz. 


JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


Zi A ne i S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N. Y.7 + WO 2-5180 





GENUINE 


Aaya 


MADE a SOLD 
BY. 


Mercantile “INTERNATIONAL 


1133 Broadway’ N.Y.C. 10 OR 5-8390 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fins by) ow ae 
MOSINGER -COHN 


1235 Washington, St. Lovis 3, Mo 











Mutual Shoe Sales Markets 
High-Fashion Line at $9.95 


MARLBORO, MASS.—A new line 
of women’s high-fashion shoes re- 
tailing at $9.95 is being marketed 
by Mutual Shoe Sales Company, 
here. The line, christened Arpeg- 
gios, is being shown for spring and 
summer selling. 

David Stein, company president, 
said the line is backed with an in- 
stock program. Theme of a promo- 
tion planned for fall is “Fashion 
and price meet in Arpeggios.” 

The company is introducing Ar- 
peggios with the idea that retailers, 
by adding the new line to their Foot 
Flairs and First Editions lines, can 
show a complete fashion collection 
from $9.95 to $14.95. 

Mr. Stein announced that 
the fall First Editions line will con- 
tain a larger, more varied collection 
of styles than previously. 


also 


Hosiery for Mother’s Day 

NEW YORK—A display card, 
banner and advertising mat featur- 
ing “Hanes Seamless Stockings for 
Mother’s Day” are being offered to 
retailers for promotion of seamless 
stockings by Hanes Hosiery. The 
display card dramatizes the variety 
of Hanes fashion colors by showing 
a big bouquet comprised of the com- 
pany’s summer shades, folded like 
flowers and surrounded by green 
leaves. 


Wanted to Purchase 








DISPLAYS 


WANTED TO PURCHASE 








"TO THE MAN WHO CARES ABOUT 
HIS WINDOWS" 
Cameron Company Displays 


500 ECHO LANE, GLENVIEW, ILL. 


witt sHow Room 836 Adolphus 


ORIGINALS IN PLASTIC, WHITE GOLD, 
SILVER 


IMPORTED CASUAL SHOE CHAIRS 
YOUR STORE NAME IN SHOE FORMS 
AND BRASS DISPLAY FIXTURES 


“We Equipped Shoe Window" 

















|FACTORY MANAGEMENT 








HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 

problems. 














JOBS 





GENUINE 


dehy. 


MADE AND SOLD 
ONLY 








Gold Stressed as Town & Country Presents Fall Line 


ST. LOUIS—Gold, and especially 
its influence on the brown and green 
shades, was the theme of a luncheon- 
fashion show at which Town and 
Country Shoes presented its fall line 
during the recent St. Louis Shoe 
Show. 

Barbara Trent, the firm’s fashion 
director, acted as commentator. 
There were models on a runway, and 
drawings made on the spot by de- 
signer Ruth Ballin were projected 
on a screen to illustrate leading 
styles and trends. 

Two browns in the line are Butter- 
nut and a new Town Brown with 
the red taken out. Bright red is the 
volume in that color family. The two 
greens have a gold and a bronze cast. 
Clay is important in the waxy Fi- 
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renze leather; Ultra Blue in Deldi 
Silk. 

The waxy finishes are important in 
tailored types, Miss Trent said. Ex- 
tended edges, leather heels and con- 
tour stitching are also typical of this 
group. 

Medium heels, 8/8, 12/8 and 18/8, 
were featured in the line. Boots were 
shown for “sports, fun and fashion.” 
Wedges received special mention, as 
did airy, opened-up patterns, high- 
rising tongues and “sophisticated 
classics.” 

The fall handbags carried out the 
dressmaker treatments of many of 
the shoes. Gold trims were liked. 
Handbags are coordinated with shoes 
in the line up to 70 per cent, Miss 
Trent noted. 





M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Honest Dealing 


137 West B'dway New York City 
Tel. Beekmaa 3-0141-2 











TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
Phila. 6, Pa. 





132 No. 4th St. 
Phone: WA 5-9533—WA 5&-9927 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 
Telephone WOrth 2-2515 


7, N.Y. 











WILL BUY 
ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 





ANTIQUE SHOES WANTED 
Also High Tops or Low Quarter, Men's, 


Women's or Children's. Must be in good to 
New Condition. Any quantity. 


DANIEL ROSENTHAL 
1850 East Jericho Turnpike, 
Huntington, L. I., N. Y. 














| Desire Family Shoe Store doing $65,000. to 
$75,000. volume. Prefer Colorado, Minnesota, 

| Wisconsin, Iowa. Reply to Box 524, Boot AND 

| Soe Recorper, Chestnut & 56th Streets, Phila- 

| delphia 359, Penna. 

| 


Swan to Marbridge Bldg. 

NEW YORK — The Swan Shoe 
Company, Inc., of Baltimore has oc- 
cupied a new office in Marbridge 
Building, at 47 West 34th St., New 
York. Charles Havranck and Leonard 
Clark continue as the firm’s New 
York sales representatives. 





Arnold E. Cope of Arnold E. Cope 
Leather Company, St. Louis, has 
moved to the Leather Trades Build- 
ing, 1602 Locust St., and has be- 
come associated with Robert P. 
Eberlein & Company. Both Mr. 
Cope and Robert P. Eberlein are 
well known to the St. Louis shoe 
trade. 
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FAIR WARNING | | I) gmpoerts 


PRICES 
After transacting your business with Any guantity..any time. Weil 
UNCLE LOUIS you will be so PLEASED AND ar SURPLUS SHOES pone ing rn ag 
OVERIOYED you surely will feel like kiss- CANCELLATIONS cua pecan eaten 


ing him. COMPLETE STORES write, wire or phone immedi- 


Write or wire for fast ac- ately. 


tem ..- quality | men’s, M. K. Weil Shoe Co. 
PLEASE DON'T women's and children’s shoes. 1215 Washington Avenue 


» Mo. 
CAUSE AUNT JENNIE IS JEALOUS he i FOR OVER 43 YEARS CE. a " —s 1-3768 


UNCLE Louls Camitta & Son MOSINGER-COHN «While in ‘Town See Well” 
1235 Wash mn Gs tcuis: See 


91 Reade St., N. Y. C. WoOrth 2-5063 





ngto 




















B. & R. PAYS THE LIMIT 
WE BUY CLOSE OUTS c WE BUY 


COMPLETE SHOE STOCKS A || Your BRANDED 


and DISCONTINUED 
Phone or wire LEASES ASSUMED S SURPLUS STOCK 
— YOUR NAME PROTECTED Hi alii ati 


B&R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 Sagat 
: mee CAMITTA SHOE CO. 


120 No. 4th St. Phila. 6, Pa. 



































TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 
Phone or Wire Collect 














146 DUANE $T., &. ¥.C 


Wtééa BARIS BUYS for CASH 77 
Quick decisi r offers of discontinued and 
"B -" R { S uick decision on your offers 7 sea 


surplus men's, women's and children's 


: : A. eee ee ee 
iso complete stores considered 
GANCELLATION Tunoes Jobs in Fine Shoes From Fine Sources Since 1931 


Miami imiaini's maim” |S COMPLETE STORES * 
WY Yy y WHY) W A N T F D: 


WE PAY MORE /__.,,,. WE ARE RETAILERS : a entatiel eg : 


WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES x € 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT ARRONSON BROS. & BAYROFF 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L I., N. Y. 100 chambers $t., ¥.Y.c. re2a170411 & 
Mex L. Meltzer, Pres. Ivanhoe 1-9830 
Se naeeanea & & 
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WILLIAM J. SMITH 
Thom McAn VP 


Elected... 


William J. Smith, as a vice-presi- 
dent of the Thom McAn division of 
Melville Shoe Corporation, New 
York, in charge of safety shoes. He 
has been general manager of the 
safety shoe division and has man- 
aged sales of that operation since 
1948. 

Albert C. Blunt 3d, as president 
of Melville Realty Company, Inc., 
a division of Melville Shoe Corpo- 
ration. The division handles land 
and building purchases and leases 
for the Thom McAn shoe store di- 
vision, and other real estate func- 
tions. 

John R. DeWitt, as a member of 
the board of directors of J. F. Mc- 
Elwain Company, Nashua, N. H. He 
joined McElwain in 1946 and cur- 
rently is in charge of the com- 
pany’s model and merchandise de- 
partment. 


ALBERT PLUNT 3D 
Elected Realty Head 


Retiring... 


Arthur Paar, as president of 
Melville Realty Company, Inc., di- 
vision of Melville Shoe Corpora- 
tion, after 39 years with the com- 
pany. He will continue in a 
consulting capacity. Associated 


ALAN WALSH 
Also with RJER 


SAM NOHRA, JR. 
RJER Salesman 
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JOHN R. DeWITT 
McElwain Director 


JIM KENNEY 
Sales Manager 


with the realty division since 1924, 
he handled hundreds of real estate 
negotiations as the Thom McAn 
chain grew to its present more 
than 800 outlets. 

Hoyle Hinkle, from Freeman 
Shoe Corporation, Beloit, Wis., 
after 28 years as sales representa- 
tive in North and South Carolina. 
He will devote more time to his 
farm and his hobby of pony rais- 
ing, breeding and training. 


Appointed... 


Jim Kenney, as sales manager, 
and Charles E. Boersig, Jr., as as- 
sistant sales manager for Tober- 
Saifer Shoe Company, St. Louis. 
Mr. Kenney succeeds Fred Bernatz, 
named buyer of women’s shoes for 
Tober-Saifer. Mr. Boersig contin- 
ues to handle the firm’s advertising 
promotion. 

Jack Huber, as credit manager 
for Hamilton Shoe Company, St. 
Louis, replacing James Davis, who 
resigned. Mr. Huber was recently 
with Camille Shoe Company as of- 
fice and credit manager. 

Dave L. Parker, Jr., as Ohio- 
West Virginia sales representative 
for Tober-Saifer Shoe Manufactur- 
ing Company. He formerly traveled 


WILLIAM KEREKESH 
Heads Export Office 


HOWARD DRENNAN 
Named by Winthrop 


JACK HUBER 
Credit Manager 


CHAS. BOERSIG, JR. 
Assists Kenney 


Ohio for the A. H. Weinbrenner 
Shoe Company. 

Harry Nicoll, as sales represen- 
tative for W. L. Douglas Shoe Com- 
pany, division of Genesco, Nash- 
ville, Tenn., covering the New York 
area. Frank Whitman will remain 
in an advisory capacity, working 
with Mr. Nicoll and, in New Jer- 
northeastern Pennsylvania 
and New York, also with Gene 
Sultan. 


sey, 


Don Swoverland, as representa- 
tive for W. L. Douglas Shoe Com- 
pany in the Indiana territory, suc- 
ceeding Lee Witham, who is retir- 
ing. Mr. Swoverland will work 
with Grady Mayo in that area. 

John H. Buthje, Jr., as sales rep- 
resentative for Genesco’s Friendly 
Shoe Company division, covering 
Kansas, Colorado, southern Ne- 
braska and southern Iowa in addi- 
tion to his present territory of 
Missouri, northern Arkansas and 
Oklahoma. Mr. Buthje will make 
Kansas City, Mo., headquarters for 
his enlarged territory. 

Miss Renee Smith, as publicity 
coordinator for General Shoe Sales 
Corporation, and assistant to Miss 
Jimmi York, fashion director. Miss 
Smith, who will be in the New 


TOM HEASTER 
Joins Ephrata 


DOYLE P. DUNN 
To Crosby Square 


Boot and Shoe Recorder 





Personnel 





MISS RENEE SMITH 
In Publicity Post 


DAVE PARKER, JR. 
To Tober-Saifer 


York office, replaces Miss Hilary 
Seymour-Cole. 

Frank Cooper, as sales represen- 
tative for Freeman Shoe Corpora- 
tion, Beloit, Wis., covering North 
and South Carolina. He has previ- 
ously covered the Kentucky-Ten- 
nessee area. 

V. J. Sheffield, as Michigan sales 
representative for Sebago-Moc 
Company, Westbrook, Me. He suc- 
ceeds Pete Howard, who retired. 
Mr. Sheffield continues to repre- 
sent Gilbert Shoe Company in the 
same area. 

Herman L. Arnoff, as sales rep- 
resentative for Queen Quality divi- 
sion, International Shoe Company, 
St. Louis, in the New England 
states in addition to his New York- 
New Jersey territory. Mr. Arnoff, 
whose headquarters are in the 
Marbridge Building, New York, 
succeeds Howard Lane, who re- 
signed. 

Fred Lennon, as sales represen- 
tative in Connecticut for Interna- 
tional Shoe Company’s northeast 
region. He will carry the women’s 
and children’s lines of Peters; 
Roberts, Johnson & Rand, and 
Friedman-Shelby divisions. 

Sam Nohra, Jr., and Alan Walsh, 


WESLEY SHANNON 
Goodrich Salesman 


RUSSELL J. MOORE 
Named by Frye 


May 1, 1959 


HERMAN L. ARNOFF 
Bigger Territory 


FRED LENNON 
ISCO Salesman 


as sales representatives for Rob- 
erts, Johnson & Rand division of 
International Shoe Company. Mr. 
Nohra will cover southern Califor- 
nia including the Los Angeles 
area, with headquarters in Los An- 
geles. Mr. Walsh will cover the 
Des Moines-southern Iowa area, 
succeeding William E. Coveney, 
who resigned. His headquarters 
will be Des Moines. 


Howard Drennan, as sales rep- 
resentative for International Shoe 
Company’s Winthrop line in Wis- 
consin, Minnesota, Michigan and 
the Dakotas, with headquarters at 
Plymouth, Mich. He succeeds 
W. M. Randol, who resigned. 


William A. Kerekesh, as man- 
ager of the New York office of In- 
ternational Shoe Company’s export 
division, succeeding the late 
Samuel M. Aber. He will make his 
headquarters in the Marbridge 
Building. 

John H. Freeman, as representa- 
tive carrying the women’s line for 
the General Line divisions of In- 
ternational Shoe Company in the 
eastern Pennsylvania territory. 
This is in addition to the juvenile 
line he has been carrying. 

Donald McBride, as representa- 


WILLIAM EDWARDS 
Shifted to Ohio 


HARRY F. WILSON 
Sales Manager 


tive for the women’s and children 
lines of International Shoe Com- 
pany’s General Line divisions, cov- 
ering eastern Pennsylvania. Pre- 
viously he carried only the wo- 
men’s line. 

Doyle (Dan) P. Dunn, as sales 
representative for The House of 
Crosby Square, Milwaukee, cover- 
ing Tennessee, Alabama and Mis- 
sissippi. He succeeds A. T. Holton. 

Tom Heaster, as sales represen- 
tative for Ephrata Shoe Company, 
Inc., Ephrata, Pa., covering Michi- 
gan, Ohio, Indiana, western Penn- 
sylvania, West Virginia and Ken- 
tucky. He will move to Colum- 
bus, O. He succeeds Bill Kouns, 
who is retiring. 

Russell J. Moore, as sales repre- 
sentative for the John A. Frye 
Shoe Company, Marlboro, Mass., 
covering Iowa, the Dakotas, Wis- 
consin and Minnesota. He was 
formerly a Hood Rubber Company 
salesman in the same territory. 

Wesley H. Shannon, as sales rep- 
resentative attached to the Na- 
tional Accounts Footwear Sales 
division, B. F. Goodrich Footwear 
and Flooring Company, Water- 
town, Mass. He joined B. F. Good- 
rich as a salesman working out of 
the Detroit branch and in 1954 was 
transferred to the Chicago terri- 
tory. He will now make his head- 
quarters in Watertown. 

Harry F. Wilson, as Boston sales 
manager of The Ohio Leather Cor- 
poration, succeeding John F. Mur- 
phy. He will be assisted by James 
A. O’Hara. 


Transferred ... 


V. S. Carton, from the eastern 
Pennsylvania-southern New Jersey 
territory to the Ohio territory for 
Vitality division, International 
Shoe Company, St. Louis. He re- 
places W. J. Harney, who has re- 
retired. Whitney Summers moves 
from the Rocky Mountain territory 
to the Pennsylvania-New Jersey 
area. 

William E. Edwards, to the 
northern Ohio and Akron-Cleve- 
land territory as salesman for 
RJ&R brands of International Shoe 
Company. Associated with Interna- 
tional in Los Angeles for the past 
year, he replaces Edward Picker- 
ing, who recently resigned. 
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LINES WANTED LINES WANTED FOR SALE 











BUY THIS ESTABLISHED 
SHOE MANUFACTURERS WHOLESALE SHOE BUSINESS! 


YOUR ATTENTION PLEASE! $600,000 ANNUAL VOLUME 


lf You Are Interested In: Wonderful business meets ac- 
quire successful Company that has en- 
SALES INCREASES, joyed steady yearly growth. Fully Devel- 


oped "House Business — established 


A HARD HITTING SALES PROMOTION PROGRAM, , oases 
Lines. Health impairment reason for 
MERCHANDISING AND MARKETING IDEAS ... selling. Full information and references 


exchanged with responsible interested 
Then, contact me at once. We offer you a proven record of successful buyers. 

past performance. What we have done for others, as a Sales Represen- sinias tanta tek hee a eis Aine 
tative, we can do for you. Chestnut & 56th Streets, Philadelphia 39, Pa. 


T T FAMILY SHOE STORE IN MIAMI FOR 
BEN BARNE ' SALES AGENT SALE. Established 14 years; doing 3 co 

. +1 ds vol » 60 foot front. Need $25,000. Cash. 
Barnett Shoe Corp.. 535 Marbridge Building Reply to Box 530, Boot anp SHOE RECORDER, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


New York I, N. Y. Buecbann: eet 
FOR SALE: FAMILY SHOE STORE in 


Southern Wisconsin city of 7,500. Buy business 
or business and building, both. Building has 
extra rental units. Reason for selling, other 
interests. Reply to Box 527, Boot anp SHOB 


SALESMEN WANTED SALESMEN WANTED Wc, "Rat se tects Paae 

RECENTLY OPENED FAMILY SHOE 
SHOE STORE in Growing Connecticut Com- 
munity, Professionally designed interior, unique 
decor; Branded Lines in all categories, wit 


S A L E S Oo P P oO R T U N I T Y almost limitless choice of franchises. Second 
of operation, showing substantial in 
































year 
Popular Priced creases. Located in most desirable block, sur 
rounded by established and successful rental 
sharing huge parking lot, accessible 


Well established manufacturer of Women’s and Growing Girls’ 
Footwear is expanding sales organization. Complete and efficient In-Stock Ser- 
vice. Wonderful opportunity for experienced salesman with established follow- units, 


ing. Will consider men with retail experience. Submit complete resume. Replies through attractive rear entrance. Owner is pre 
confidential. pared to take substantial loss because of urgent 


situation in affliated enterprises. Capital re 
Reply to Box 522, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Pa. aw nace g gears manag! ~socen or ahha 
reference. For appointment reply to Box 525, 
Boot aND SHOE ReEcorDER, Chestnut & 56th 
iis Streets, Philadeplhia 39, Penna. 
Brilliant Brothers Company FINE, OLD, SUCCESSFUL (FAMILY SHOE” STORE: Same North 
Jersey established shopping area over 35 years; 
190 Lincoln Street C U Nationally Advertised Lines; Reasonably priced 
svationalily sX\¢ s + ; asonabDly priced, 
Boston 11. Mass MANUFA T RER Retiring. Reply to Box 523, Boor ann SHOE 
. é Of Popular Priced Youths’, Boys’, and RECORDER, Chestnut & 56th Streets, Philadel- 
National Distributor Men's Popular Price Men's Shoes and Casuals, rated AA-|! i . — : ew 
Dress, Work, Play Shoes—exclusive or offers attractive commission to Experi- _ SHOE STORE, IN VIEW OF OCEAN 
“ ; . . é 4 in Fast Growing Southern California Suburb. 
sideline. Territories: enced Shoe So esmen. 100% In-Stock. Inventory and Fixture bargain. Reply to Box 
La., Miss.; Ark., W. Tenn.; Calif.; Wash., May be carried with other non-conflict- sEth - telgg Re 2 pe —ae Chestnut & 
Ore.; Kans., Mo., Neb. lowa; Me. ing Line. Write NOW in complete con- ms ea mec ah Md 
~ ra ve - . . 4 ; ' ny Sa FOR SALE: MEN’S SHOE DEPART- 
° ee . Enciose resume and reter- . | MENT located in Capitol city, population 
ences. Territories open: } Quarter million; 200% Location; Low rent. 
Wisconsin—Illinois Kansas—Oklahoma | were aaa waeee, < go ey 
| e Bo 012, Harrisburg, Pa. onfidential. 
a om i | Anticipate quick sale. Write at once. nfidentia 
owa—Nebraska eanes: rgia 
ALABAMA & GEORGIA Reply to Box 517, BOOT & SHOE RECORDER 


Opening for Experienced Man by Manufac- Chestnut & 56th Streets, Philadelphia 39, Pa. SIDELINE SALESMAN WTD. 


urer of Women's and Girls‘ Popular Priced 
Shoes. Complete In-Stock Service. Man NATIONALLY KNOWN CONCERN 


with retail background will be considered. NEEDS MAN tto carry Branded Line of 
Write complete details. Replies Confidential. Lightweight Spring and Summer Casuals for | 
men and women in Oregon, Washington and H 


Reply to Box 521, BOOT & SHOE RECORDER A 
4 Western half of Idaho. Reply to Box 526, 


Chestnut & 56th Streets, Philadelphia 39, Pa. Raa wae Miate Mennerice Chnctat i  Séth ‘ 
Streets, Philadelphia 39, Penna. ; ; ITALIAN MEN'S DRESS SHOES 















































ported Italian Men's Shoes, in stock and make JUVENILE FOOTWEAR — Well known, ; tes i ine 
up. Highest commissions paid monthly. Estab- Long Established Line of Cowboy, Engineer, | All Territories _— for sideline 
ished business in territories available, East Combat and other Boots. Complete in-stock | representatives, for world famous 
Coast and South. Can be carried with non- service. Company well rated, sucessful, grow- Li ltali . 
conflicting side line. State experience and ing. Several choice territories open. See AL | ine Italian Manufacturer. Cater- 
references in first letter. R.eply to Box 516, NORDSTROM at the PPSSA, Room 646, New | H 2 
mae - > : wrerer a a Paps 1 oO s - 

Boot aNp SHoe Recorper, Chestnut & 56th Yorker, or write: QUINN & DELBERT, ng to better shoe and depart 
Streets, Philadelphia 39, Penna. BOOT MFG. CO., Marlboro, Mass. ment stores; commission basis. 
_ SALESMAN: EASTERN TERRITORY, | | Please state experience and 
for Department Stores and smaller Chains for references 
$2.00 and $3.00 Ladies’ Slippers and Casuals. aii 

nl . $2? 0 . . » oO . | 
Reply to Box 529, Boor axp Suor Recover, LINE WANTED Reply to Box 532, BOOT & SHOE RECORDER 
hestnut & 56th Streets, Philadelphia 39, Penna. | Chestnut & 56th Streets, Philadelphia 39, Pa. 




















SSMAN WANTED: LINE CHIL- NEED NEW BLOOD? I HAVE YOUTH — a —— 

> + co + * ae eal , —~ S — ~ - w = x ’ 

5° act Fale spare ~ hab EXPERIENCE, ABILITY in Men's, Boys’ SALESMEN, WITH FOLLOWING, 
oe Rl 3 isses. erritories: | Yhia. Indiana, and Children’s Shoes. Currently selling Men’s WANTED to carry Line of Billfolds and Men’s 
Michigan, Iowa and Pennsylvania. If interested and Boys’ Casuals and Slippers to Volume Belts as a Sideline, selling to stores. 10% 
in any other territory write. Will consider. Re Trade. Desirous of change. Reply to Box 402, Commission. Please give references and full 
ply to Box 364, Boor AND SHOE RECORDER, Boot AnD SwHoe Recorpver, Chestnut & 56th details. SILON PRODUCTS CO. INC., 406 
Chestnut & 56th Streets, Philadelphia 39, Pa. Streets, Philadelphia 39, Pa. Elm Street, Cincinnati 2, Ohio. 





112 Boot and Shoe Recorder 











Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
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BAYER Gpace-Miser 
STAIRWAY 
CONVEYOR 


Takes the work out of moving 
merchandise upstairs 


or "LA 


Space-Miser 
goes up, down or 
stops at the touch of a switch! 


This low-cost, practical Bayer Space- 
Miser inclined conveyor carries bun- 
dles and packages up or down stairs, 
helps to cut losses from breakage or 
other damage due to carelessness or 
accident. Space-Miser gets the job 
done faster! 


Anyone can operate Space-Miser. Simple 
“up’’, “down” and “‘stop”’ switch con- 
trols movement with fingertip touch, 
makes operation foolproof and safe. 


Folds out of way when not in use. Space- 
Miser folds flat against wall when not 
in use, does not interfere with normal 
stair traffic. No special installation 
required. Accommodates packages 
and cartons as large as 18”x48” x48” 
up to 250 Ibs. 

Write today for complete informa- 
tion on how to get added utility from 
your store. 


A. J. BAYER COMPANY 


2300 East Slauson Avenue 
Los Angeles 58, California 
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NOW...A SIMPLIFIED CONSOLE PULLER 
FOR SHOES LIKE THESE 


ey coe ae 


e Fewer Controls 

e Lower Cost 

e Easier Operation 
e Higher Production 


The Wnited. Pulling Over Machine — Model C— 
presents a new concept of pulling over in a three 
pincer console type machine for flatties, loafers, 
moccasins, ballerinas, and slippers. If your shoes fall 
within this classification, the Model C Puller offers 
operating and production advantages at a low 
machine cost. For further information call your 

local United office. 


| Adpite dd. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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DRESS-UPS 
BY ALEXIS 
INSURE 
THEIR 
QUALITY 
REPUTATION 
WITH 
“LUXURY”... 


In keeping with its 
tradition of quality-shoemaking, 
Weber Shoe Co., Inc. selects 
the finest patent leather 
ever made... ‘“‘Luxury’”’ 

black patent by Colonial... 
won't crack even at extreme 

temperatures... delivers 

wearability and beauty 
never before possible. 


COLONIAL TANNING CO., INC., BOSTON 11, MASSACHUSETTS oe) 
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GERBERICH-PAYNE SHOE CO. MOUNT JOY, PA. 


Boys’ Shoes and Nothing But Boys’ Shoes 
As OntyGERBERICH Makes Them! 


»-BOYS' SHOES... 


BOYS’ 





